Pre-publication Plan for 
Censorship of TV and 
Appliance Ad Copy Fails 


WASHINGTON, Noy. 20—Volun- 
tary pre-publication censorship of 
TV and appliance copy collapsed 
here today, and the Better Busi- 
ness Bureau announced that it 
plans to build advertising abuse 
cases for prosecution by local and 
federal authority. 

Warning of the impending crack- 
down was given to industry mem- 
bers at a terse meeting yesterday, | 
and confirmed today in letters to 
notify representatives, distributors, 
dealers, agencies and to advertising 
media. | 

“Voluntary regulation is the best | 
regulation,” the bureau said, “but | 
the bureau has been forced to con- 
clude that the original projection 
of the appliance group—the vol- 
untary standards as amended on 
April 18, 1951, and the pre-exam- | 
ination of sale advertising—is no 
longer desired by the industry.” 


@ Once cases are in the hands of 
a government agency, the bureau 
pointed out, the government will 
do what it deems proper in the in- 
terest of public protection and fair 
competition. BBB appeared to 
think in terms of prosecution by 
the local district attorney as well 
as the Federal Trade Commission. 

“In before the Federal 
Trade Commission,” the bureau 
warned, “advertising agencies are 
cautioned that they too may be 
cited along with the advertisers, if 
the commission’s investigations 
and findings of fact seem to so 

(Continued on Page 4) 


cases 


Better Business Bureau to Help 
Prosecute Appliance Ad Abuse Cases 


NBP Plans Co-op 
Ad Campaign in 
Members Papers 


Cuicaco, Nov. 20—Beginning in 
January a public service coopera- 
tive advertising campaign entitled 
“Progress-for-People” will run 
once a month in member publica- 
tions of National Business Publica- 
tions, Raymond Bill, chairman of 
the board and treasurer of Bill 
Bros. Publishing Co. and chairman 
of the public relations committee 
of NBP, reported at the fall meet-| 
ing of NBP here yesterday 

Prepared by advertising agencies 
on a voluntary pledge basis, the 
program is devoted to explaining, 
protecting and improving the com-| 
petitive system of America, he! 
said. Each ad will feature il- 
lustrated factual data on specified 
achievements of the competitive 
system. 

Mr. Bill said this material will 
be designed for re-use through 
such channels as plant city adver- 
tising, employe publications, house 
organs, company bulletins, 
speeches and in any other matter 
with credit to the agency, the as- 
sociation and the publication. 


® At the meeting, NBP members 
reelected their last year’s officers 
and added four members to the 
board of directors, which now 
totals 16 members. The reelected 
officers are Russell L. Putman, 
(Continued on Page 71) 
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CAMERAS! 
cameras! 
CAVERAS! 
Pony my Irony Lanne 


SANS PHOTOGRAPHY—This Argus Christ- 
mas promotion four-color page ad which 
will appear in The Saturday Evening 
Post Dec. 1 is out-and-out camera sell- 
ing, with no mention of photography. 
Similar copy will appear in a half-page 
od in This Week Magazine Dec. 2. 
Young & Rubicam is the agency. 


Cone to NNPA: 


Newspaper Ads 
Will Improve 


Cuicaco, Nov. 20—The trouble is 
that “newspaper advertising has 
been so good and so powerful in 
the selling of goods that most pub- 
lishers and most buyers of space 
never have got down to questioning 
how to make it better still.” 

So commented Fairfax M. Cone, 
president of Foote, Cone & Belding 
and chairman of the Advertising 
Council, as he described, to the 
central regional meeting of the 
National Newspaper Promotion 
Assn. here today, some of the prob- 
lems to be met in promoting news- 

(Continued on Page 64) 
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NBC Guarantees 5,300,000 Audience 
for Sponsors of Three Radio Shows 


NPA Sounds Death 
Knell of Color TV 
for the Duration 


WasHINGTON, Nov. 21-—National 
Production Authority today nailed 
down the coffin lid on color tele- 
vision for the duration in an or- 
der prohibiting the production of 
color equipment for sale to the 
public. 

While the order does not pre- 
vent production of tri-color tubes, 
like the Lawrence tube developed 
by Paramount Pictures, the ban 
on color attachments would ap- 
parently prevent the use of the 
tube to pick up color signals 
broadcast on the CBS standards. 

As issued today, Order M-90 
prohibits the production of color 
sets or attachments for b&w sets 
designed solely to permit or facili- 
tate reception of color. Even with 
a tri-color tube, an adapter is 
necessary in order to enable a 
b&w set to pick up CBS color sig- 
nals. 


® A spokesman for NPA's elec- 
tronics division told ADVERTISING 
AcE today that Paramount could 
produce its tri-color tube and sell 
it to any manufacturer of b&w sets 
who wished to use it. 

He took the position that the 
tri-color tube could serve only as 
a substitute for an ordinary b&w 
picture tube, and that M-90 would 
be interpreted as prohibiting the 
installation of the additional cir- 
euits necessary to utilize its color 
possibilities. 

“If a manufacturer wants to use 

(Continued on Page 74) 


New York, Nov. 22—Something 
new in the field of advertising was 
offered this week by National 
Broadcasting Co.’s radio network: 


“guaranteed advertising atten- 
tion.” 
The money-back offer was 


made this week to advertisers by 
John K. Herbert, v. p. in charge of 
radio network sales, in a letter 
and in newspaper ads. 

His proposition: “NBC guaran- 
tees that an average of not less 
than 5,300,000 full one-minute 
advertising messages will be heard 
each week at a cost of $2.75 per 
thousand.” If at the end of 13 
weeks an audit by A. C. Nielsen 
Co. shows that NBC has not pro- 
duced as promised, the network 
will refund the advertiser's mon- 
ey pro rata. 


s At the outset, participation in 
this plan is being made available 
to three advertisers—the first three 
who sign. The price is $14,600 per 
week. For this price an advertiser 
will get a one-minute commercial 
plus opening and closing sponsor 
credits on each of the following: 
“The $64 Question” (10 p.m., 
EST, Sunday); “Nightbeat” (10 
p.m., EST, Friday), and “Holly- 
wood Love Story” (10:30 a.m., 
EST, Saturday). 

NBC's guarantee says, in effect, 
that an advertiser’s one-minute 
commercial in all three programs 
must reach a total of 5,300,000 
homes (Nielsen projection) or he 
gets a refund. The network indi- 
cated it can make the guarantee 


by drawing an approximate 4.3 
rating on each show. 
However, it was pointed out 


(Continued on Page 74) 


ject is successful. Details on 


Highlights of the Week’s News 


National Broadcasting Co. has a brand new net- 


work sales pitch. The net offers to guarantee a 
radio audience of 5,300,000 radio homes for 
three selected shows. Big question: Will it 


bell to mark the burial of color television for 
the duration ree ...Page 1 
After 40 years, Sears, Roebuck & Co. is back in 
the retail auto business. This time, Sears will 
sell through retail stores rather than through 
the catalog. The new car’s name is “Allstate”; 
its manufacturer, Kaiser-Frazer 
The National Newspaper Promotion Assn. devoted 
an entire session to the problem of how the 
editorial department can cooperate with the 
promotion department, comes up with some con- 
crete suggestions ..Page 32 
AA's readers have some very definite ideas about 
hearing aids, copy degradation, bad news, ciga- 
ret ad copy, and ad impact. They unburden 
themselves of these and sundry other convictions 
about advertising on . 
If television broadcasters hope to hold on to their 
audiences, the TV industry had better do some- 
thing about viewers’ gripes, according to James 
Douglass of Erwin, Wasey Page 38 
It will all be worked out smoothly, of course, but 
right now Time Inc. has a bit of a problem on 
its hands with its lusty new publication .Page 39 
You may hear about cigars enriched with Vita- 
min B before long if an industry research pro- 


When materials shortages become critical during 
the first quarter of 1952, the government will 
give preferential treatment to b&w TV sets, ap- 
pliances and other consumer products ..Page 44 

Big-time billings and a small-agency atmosphere— 
that’s one of the principal reasons why Need- 
ham, Louis & Brorby can be considered “un- 
usual.” There are many others, however, and 
they are described in the story that begins 
DN cuneavade tewddarth ee anaes 

Du Pont’s Glen Perry conducted a questionnaire 
survey to find out how much importance man- 
agement attaches to public relations and re- 
ported at the Public Relations Society meeting. 
His findings are outlined on Page 60 

John Mannion of Austenal Laboratories recently 
conducted his own mail survey to determine 
why advertisers use color inserts. Results of his 
survey are tallied on Page 62 


REGULAR PEATURES 
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Editorials ......... 12 Production Tips 56 
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Getting Personal ...16 What They're Saying 12 


Info for Advertisers 58 You Ought to Know 55 


Last Minute News Flashes 


Zenith Studies FM’s Pulling Power 


Cuicaco, Nov. 23—As part of a current national AM, FM and TV spot 
campaign for its hearing aids, which seeks a mail pull, Zenith Radio 
Corp. here is conducting “the first authoritative study of FM’s pulling 
power” by using two sets of transcriptions for radio, identical except 
for keying to FM and AM post office box numbers. The spots are be- 
ing placed on AM-FM stations, as well as FM alone. 


Vitamin Corp. of America to Duane Jones Co. 

New York, Nov. 23—Vitamin Corp. of America, maker of Rybutol, 
Juvenal and Vyons, today announced that it is parting amicably from 
Harry B. Cohen Advertising Co. and that its agency after Nov. 30 will 
be Duane Jones Co. The account is reputed to have reached seven 


figures. 


Armour & Co. Creates Two New Departments 

Cuicaco, Nov. 23—-Armour & Co. has announced the reassignment 
and expansion of the functions of its commercial research and sales 
research departments to create an economic research department and 


a marketing research department. 


K. K. Miller has been appointed 


manager and H. J. Houk assistant manager of the economic research 
department, and S. Teitelman, manager, and F. E. Walsh, assistant 
manager, of the marketing research department. 


Norwegian Sardine Advertising to McCann-Erickson 

New York, Nov. 23—McCann-Erickson has been named to handle 
sardine advertising by the advertising committee for the Norwegian 
Canning Industry, beginning Jan. 1. Charles W. Hoyt Co. handles the 
Norwegian Frozen Fish Ltd. business. 


Dorrell Leaves Hooper to Join Blair 

New York, Nov. 23—Ward Dorrell, for the past 8'2 years a v.p. at 
C. E. Hooper Inc., will join John Blair & Co., radio station representa- 
tive, as research and program consultant, effective Jan. 1. 


(Additional News Flashes on Page 75) 
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Sears Will Market New Low-Price 
Car Manufactured by Kaiser-Frazer 


Cuicaco, Nov. 20—Sears, Roe- 
buck and Kaiser-Frazer today con- 
firmed persistent rumors that Sears 
would distribute a Kaiser-Frazer 
car through its retail stores 

The move, which has been ru- 
mored for more than a year (AA, 
July 23), will put a small, low- 
price car—probably similar in 
many respects to the Henry J- 
into stores in 17 southern and 
southwestern cities before Christ- 
mas. 

Sears’ and K-F’s terse announce- 
ments of the plan did not describe 
the car, except to say that it will 


carry the Sears brand name of 
“Allstate,” and that it will be low 
in price. 


Since the car will begin rolling 
off the assembly lines at Willow 
Run early in December, however, 


it appears logical that the new All- | 


state will closely resemble the 
Henry J. Limited sales of the car 
are promised “before Christmas.” 


e T. V. Houser, Sears v.p. in charge 
of merchandising, said the retail 
stores selected to sell the new car 


stores is regarded by the company 
as “a logical development of its 
automotive merchandising pro- 
gram.” 

Sears officials declined to dis- 
cuss details of the manner in which 


the car would be advertised and 
merchandised. A spokesman for 
|; the company indicated, however, 


that some of the promotion plans 
may be disclosed in about two 
weeks, 

Kaiser-Frazer Corp. was insist- 


} ent that the new Allstate would in 


“already have the necessary dis- | no way change its present distribu- 
play, sales and service facilities.” | tion setup. Edgar F. Kaiser, presi- 
The cities were not named, but it| dent of the company, said that the 
would seem that those selected will | final agreement was preceded by 
be cities in which Sears has built} months of exploratory talks with 


new stores with adequate parking | 


K-F dealers and distributors 


facilities and large service stations, | throughout the country. 


such as Birmingham. 

Mr. Houser explained that the 
stores which already have the nec- 
essary facilities for 
Allstate 
a large 
batteries, 
sories.” 

The sale of the new car by these 


car are those now “doing 
business in the sale 
tires and auto acces- 


handling the} 


of | 


“Our prime consideration in 
more than two years’ negotiations 
with Sears has been to reach an 
agreement that will prove to be 
highly beneficial to our dealers, 
distributors and to the corpora- 
tion,” he said. 


@ The Kaiser-Frazer Corp. is con- 
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vinced that it will receive a larger 
allocation of raw materials next 
year, so that the new car will not 
make it necessary to cut back on 
production of regular models 

The National Production Au- 
thority is understood to have an 
allocation order in preparation 
which would give the company the 
increase it is expecting. 

Kaiser-Frazer dealers greeted | 
the announcement with something | 
akin to resignation. Most of them 
appeared to have known about the 


| car and seemed to have the impres- 


sion that the move was inevitable | 


8 They apparently are not immedi- 
ately concerned about the competi- 
tion because (a) the cars will not 
be sold in the Chicago area and 
(b) several mentioned having re- 
ceived some sort of assurance that 
the price will not be lower than 
the Henry J 

Dealers along Chicago’s “auto- 
mobile row” did not appear to be 
overly concerned about the an- 
nouncement. Several observed, 
however, that the successful new 
car dealer usually is a sharp trader 
in used cars—has to be, in fact, 
because most new car sales are 
trade-ins. They implied that Sears 
somehow is going to have to solve 
the trade-in problem. 


® The Allstate is not the first car 
to be sold by Sears. Late in 1908 


PERSONALIZED DECAL—American De 

calcomania Co. has introduced this new 

type multi-colored decal which can be 

economically processed with a dealer's 

name, address, telephone number or oth- 

er information. Tests suggest increased 
retailer acceptance 


25 mph. The early Sears car was 
priced at $395—$25 less without 
top and fenders. 

Obviously, the new move has 
not been undertaken hastily. Sears 
undoubtedly explored every facet 
of the operation, every aspect of 
production, delivery, sales and pro- 


motion costs before reaching its 
final decision. 
The fact that the company is 


willing again to distribute automo- 
biles is impressive evidence that 
Sears believes it can cut corners, 
add something new to automobile 
merchandising, sell plenty of cars 
and do it all profitably. 

That fact alone may have as im- 


the company introduced the Sears] portant implications to Motor City 
, “Motor Buggy,” and sold it until] manufacturers as the recent suc- 
1912, when it was discontinued be-] cessful] tests of a new jet engine 
; = cause it was unprofitable. for trucks. 
i The car was known as the Sears 
e | Automobile from 1910 onward, and Grant Promotes Bailhe 
5 was built in the old Sears Motor ; . 
~ & |Car Works in Chicago. It resem- Jack Bailhe, head of public re- 
i } lations in the agency’s Washing- 
ee | bled a buggy in appearance, Car-|ton office, has been promoted to 
ro . ;ried a two-cylinder engine and] public relations director of Grant 
‘ae was capable of speeds from one to| Advertising, New York. 
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WEATHER GOT 
— -s YOUR SHIPMENTS 


DOWN? 


Storm warnings are up for the annual 
shipping crisis... the time when everybody's 
. fighting to meet year-end deadlines for 
advertising and promotion material, 
product announcements, price changes, 
catalogues, etc.... when vital shipments pile 
‘ up at the airports with yours, like as not, at 
the bottom of the heap! But it’s also the 
season when EMERY AIR FREIGHT comes to 
the rescue—because EMERY literally is the 
only sure way you can circumvent trouble 
: on the storm-swept skyways, highways 
and railways. Here’s why: 


“This is the kind we bag for the 
Growing Greensboro Market!" 


YES, CONSUMERS BUY MORE 
county North Carolina Market in the South’s Leading State! 
Here's proof of the current high rate of sales: the Growing 
Greensboro Market's 670,159 people (1/6 of the state’s total) 
spend $422-million for retail goods—1/5 of North Carolina's 


in this concentrated 12- 


Don’t let weather or anything else 
keep your shipments “down.” Avoid 
needless 


Emery is the OVLY Transportation 
System in the world that uses all air- 


lines, all surface transportation, pas- headaches — missed dead- total! And in the food department, the Growing Greensboro 


. senger or cargo, express or freight... lines —irritated clients! Market accounts for 1/5 of the state’s $487-million yearly food 
has instant access to everything that REMEMBER...when you say “ship sales. .. . Delivering this major market to successful advertisers 
moves, in the air and onthe ground! —_ fastest possible way” you really mean is the 100,000 impact of the GREENSBORO NEWS and 

A ‘phone call to your local Emery Emery. So be specific . .. say “Ship RECORD... 


Emery.” Call your nearest Emery 
office today and make your own test 
of “The World's Fastest Transporta- 
tion System.” 


office gets your shipment picked up 

< and on its way within minutes at any 
hour of the day or night... yes. on 
any holiday, too! 


Ask about Emery’s TIMED DELIVERY PLAN 


for simultaneous delivery to every point in the country! 


2 7 WA 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Source 


1950 U. S. Census, 1948 Cersus of Business 


Greensboro 


EMERY AIR FREIGHT CORPORATION 
General Office: 801 Second Avenue, New York 17, ORegon 9-1020 | 


Offices in Atlanta, Baltimore, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Dayton, 
Detroit, Hartford, Indianapolis, Kansas City, Los Angeles, Milwaukee, Minneapolis-St. Paul, 
Newark, Philadelphia, Pittsburgh, St. Louis, San Franciseo, Syracuse, Washington, b. C. 


News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 


igents in all other major cities and towns in the LS. A. 
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An advertising program 


The Chicago Tribune 
Consumer-Franehise Plan! 


FACTORY SALES plans today 
require increased attention to 
selling at the retail level. 
Promises of profit on a brand 
are meaningless to a retailer 
unless realized by actual sales. 

Faced with his own need 
for turnover and profit, the 
retailer is cutting down 
brands per product classifi- 
cation and turning more to 
self-service. He has little time 
for shelf-warmers or personal 
selling. 

What the retailer stocks is 
primarily what the consumer 
wants. Advertising designed 
to influence the retailer today 
means the kind of advertising 
that delivers the consumer to 


the store with a pre-sold 
brand preference. 

The Chicago Tribune has 
worked out a sound procedure 
by which you can take ad- 
vantage of the situation at 
the critical retail level. It is 
based on a first hand knowl- 
edge of Chicago. Proved 
here, it can be used in other 
markets. 

Because it is integrated 
with retail thinking and prac- 
tice, the Tribune plan gets 
quick support from retailers. 
Because it develops a definite 
consumer franchise for a 
brand, measurable as an 
important percentage of the 
buying by consumers, it earns 


that meets today’s tougher competition 


larger inventories and better 
store display. 

If you wan? a higher vol- 
ume of sales, here is the way 
to get it. If you want to get a 
greater share of the business 
out, you can use this plan. 
Whether you sell package 
goods or big units, you can 
employ it to start a chain re- 
action of response and en- 
thusiasm that will put you 
in a stronger market position. 

A Tribune representative 
will be glad to tell you how 
you can apply this consumer- 
franchise plan in your busi- 
ness. Ask him to call. Do it 
now while the matter is fresh 
in your mind. 


CHICAGO TRIBUNE 


Chicago New York City Detroit San Francisco 
A.W. Dreier E.P.Struhsacker W.E. Bates Fitzpatnck & Chamberlin 
1333 Tribune Tower 220 E. 42nd S:. Penobscot Bidg. 155 Montgomery St. 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd 
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Better Business Bureau to Help 
Prosecute Appliance Ad Abuse Cases 


(Continued from Page 1) 
warrant.” 

The experiment with voluntary 
pre-publication censorship had 
been worked out last spring after 
the Better Business Bureau was 


NEW COLOR CONTROL 


PROCESS DEVELOPED! 


Our new color control process can be used 
for making duplicate prints from colored art 
work, color prints or transparencies. 
We can produce color prints of unequalled 
brilliance from le 
, cleanness and color purity never before 
possible. We can lighten dark areas and in- 
tensify detail therein and strengthen delicate 
detail t is ordinarily lost in highlight 
areas, thereby bringing the whole subject with- 
in reproducible range, before plates are made. 
Write for further information and prices. 
CHARLES BURGESS 
Ellertson-Burgess 

S., Dept. 1126, Minneapolis, Minn 


518 Fifth Ave 


flooded with complaints about TV 
and appliance ads 

Under the plan, industry mem- 
bers were to abide by a special set 
of “voluntary standards” and were 
to submit sale ads for review by 
the Better Business Bureau in ad- 
vance of publication 


® During the 


however, some 


past two months, 
of the larger ap- 
pliance chains have skirted the 
pre-publication review, or failed 
to make corrections suggested by 
BBB. 

Since August, the volume of 
complaints received by the bureau 
has been on the increase 

In the past week, more than a 
dozen complaints dealt with a 
single leading appliance organiza- 
tion alone. 

Yesterday's 


industry meeting 


was called by BBB in a brief note 
to stores, distributors and agen- 
cies Nov. 1. In all, the meeting 
lasted only 20 minutes, and con- 
sisted merely of notice by the bu- 
reau that it was dropping the cen- 
sorship project. 

This morning a letter went to 
newspapers, radio stations and TV 
stations reporting that the opera- 
tion was ended 

“It is regrettable that such action 
must be taken, but you will agree 
that the bureau's first job is to 
protect consumer confidence in all 
business,” media people were told. 

“The complaints coming to the 
bureau would indicate that confi- 
dence in this type of advertising 
and selling is not good, with the 
result that confidence in all busi- 
ness is being injured.” 


@ Copies of the letter to media 
went also to all members of the 
appliance industry, including agen- 
cies. In this letter, BBB said “the 
condition that made this action 
necessary is regrettable, but the 
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bureau cannot any longer see con-) 
sumer confidence in all advertis- 
ing and selling jeopardized by an 
individual or an industry.” 

Bureau officials report staff 
members will “shop” appliance 
stores to track down misrepre- 
sentations. 

Several of the major items in 
the voluntary standard dealt with 
truthful representation of price and 
availability. Stores were required 
to specify exact numbers of var- 
ious sale items available if the 
quantity was limited. 


Minneapolis Transit Sues 
‘Collier's’ for $5,000,000 

Twin City Rapid Transit Co., 
Minneapolis, has filed a $5,000,000 


suit against Crowell-Collier Pub- 
lishing Co. and the American 
News Co. 


The suit charges that the de- 
fendants libeled the transit com- 
pany through publication in the 
Sept. 29 issue of a story titled: 
“How Mobsters Grabbed a City’s 
Transit Line.” The plaintiff asks 
$5,000,000 in damages 
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Washington, with some 47% of its workers employed by the 
Government! Yes, fifty million dollars more to spend now—and 
a total Federal and District payroll of 3230,000,000 between 
November Ist and the year’s end! But that’s not all . 


- During 


1952. one hundred million dollars more, and a total Government 
payroll of $1,170,000,000! 


A tremendously rich market .. . a terrific sales opportunity! 


And, in Metropolitan Washington — 


it proves that you need The Post to sell the most! 


| e 


sk him to show you 


To sell the most, you need The Post. 


is the key to increased sales in this 
growing metropolis—LOth largest—whose Number One Industry 
is Government— whose per capita income exceeds that of ans 


state in the Union. Get this billion dollar market story from The 


“Seven Answers to 


It takes only a few minutes to show, and 


IN ae WASHINGTON, D.C. 
‘UY on wv 
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The Washington Post 


sented by Sawyer, Ferguson, Walker Company 
Coast) Metropolitan Sunday Newspapers—The Hal Winter Co. (Miami Beach) - 


8 OUT OF 10 COPIES OF THE WASHINGTON POST ARE HOME DELIVERED in ABC City and Retail, Trading Zone 


Wheelock Resigns, 
Adam Hat Account 
Back to Madison 


New York, Nov. 23—Jan. 1, 
1952—exactly one year to the day 
that Ward Wheelock Co. picked 
it up from one of the two previous 
agencies—the Adam Hat account 
will return to Madison Advertis- 
ing. 

This marks the third time since 
1921 that the account, which was 
in the midst of an imbroglio be- 
tween Drew Pearson and Sen. Jo- 
seph C. McCarthy (R., Wis.) last 
year (AA, Dec. 25, et seq.), re- 
turns to the Madison fold after 
brief transfers to other agencies. 

The Wheelock Co. announced 
today that on Nov. 8 it resigned 
the account, effective Jan. 1. It 
got the account at the beginning 
of this year from Madison and 
William H. Weintraub & Co., agen- 
cy for the Pearson newscast. 


@ The latest switch, which ap- 
parently is following an old pat- 
tern, will create nowhere near the 
tizzy that erupted when Adam 
canceled Pearson and dropped 
the Weintraub agency last year. 
It started in December when Sen. 
McCarthy attacked Mr. Pearson 
from the Senate floor as a “voice 
of communism” and urged a boy- 
cott of Adam Hats until the com- 
pany dropped its sponsorship of 
the commentator. 

In a matter of days, Adam Pres- 
ident Charles V. Molesworth an- 
nounced that Pearson’s contract 
would not be renewed when it 
expired Feb. 18. 

The cancelation had been made 
a month before the McCarthy at- 
tack, Adam explained, but it was 
originally intended to keep the ac- 
tion quiet until final 1951 media 
plans, which did not call for ra- 
dio, were set. Numerous inquiries 
regarding the termination or ex- 
piration of the contract prompted 
the premature announcement, the 
company said. 


® This explanation didn't convince 
some people that freedom of the 
press wasn’t being violated and 
the company’s executive office 
was showered with wires, letters 
and phone calls from individuals 
skeptical of the explanation. 

Mr. Molesworth found it neces- 
sary to make a statement on the 
Pearson and other radio shows and 
Adam took a page ad in the New 
York Times to reiterate its posi- 
tion. No decrease in hat sales as 
a result of the senator's boycott 
request was noted, the company 
reported. 


Macy Signs Fair Trade 
Contracts—on Own Terms 

When R. H. Macy & Co. issued 
its annual report earlier’ this 
month, the casual statement that 
Macy's was signing some fair 
trade contracts created consider- 
able interest. Actually, the 34th 
St. titan will sign only where it 
is promised aggressive enforce- 
ment, and where it must have a 
complete range and stock of the 
item (Eversharp pens and Sim- 
mons mattresses). The same report 
reveals that the store is actually 
cutting down on the number of 
fair traded items carried. 

Retail sources believe the store 
has about 50 contracts pending, 
and most of these will be a Macy 
version of the manufacturer’s or- 
iginal, containing an escape clause 
allowing Macy to meet competi- 
tive prices in its neighborhood. 

Retail circles recall that Macy 
was an enthusiastic supporter of 
the New York Bureau to Study 
Trade Diversion, a now-defunct 
group which analyzed sales by 
manufacturers through discount 
houses, and surmise that the con- 
tracts being signed may indicate 
that the target of the department 
store is not so much the fair trad- 
ing manufacturer as the manufac- 
turer who fair trades but lets 
discount houses cut his price. 


: sf age Gate ee a a); Ae ee SC be shee) celery gma mE ce ae * ONS Ls eS: SS Se eee ray ee cr. _. Ss ae A ee 
‘4 aa 
' eC 3 
« Zz 
Z ee a ~ 
Ss = 
Lad pe i 
my 
em 
a 
a ‘ : 4 8 ay. w i ie 4 a 
; we. ‘4 uf rT al 4 e 
ot (ee Fee: 
a 5 IPB 3 
oS. / = ° - Te 
aa ' oa 
— r i 
i: rs 1. Puce eae i “| 2 
we 4 
es i 
a ( - : 
in - 
a i) i 
Se | _ ; 
eo . 
a j . 
| a ~ au 
.| | c <i a 
8 | ‘a s 
+ 
ff : KF , a 
oe | | - a 
Y : iz 7 
~§ . 
<a 3 
id : \ 
fa b. a a : 
bd & ie A : 
oa 
, | 
j 
: ~ stl ; 
‘ “A ." 
hs ; = 
; os : ’ 
es t a id iz 4 + 
ieee aA 
as a 
A i 4 Poss 
ce 
ee 
cy, 
bp 
A ‘ ‘ 
x a = 
' ., HP 4 
J : fe 
: ae a 
4 a ae 
: i* a? 


& The shine boy 
gave ME a t 


he taught meto 
Say it with 
FLOWERS-BY-WIRE 


I buzzed Miss Marlin that the bottom had dropped out. Ace Products—a big boy on our books—was 


showing at the Trade Fair in Seattle. Production bugs would keep me burning the midnight oil here. 


With a quick grin, George, the shoe-shine boy pipes up, “Why don't you wire flowers? 
My brother who works in a flower store is always delivering flowers to big-shots”. 


Quick as a phone call I wired flowers to the customer's booth. 


The dollar I gave George wasn't nearly as valuable as the tip he gave me: 


If you want to say it with a smile . . . say it with Flowers-By-Wire. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS-BY-WIRE ARE PERFECT FOR CHRISTMAS 


Thousands of business firms have found FLOWERS-BY-WIRE the ideal 


Christmas Greeting. Just turn your list over to your F.T.D. Florist. He'll take it 


from there...and supply the perfect touch for a“ Merry Christmas” to customers. 


Look for the famous F.1.D. Mercury Emblem. 
- It identifies the right shops! 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS! 
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‘Collier's’ Raises Rates 

Collier's, now getting $8,600 per 
b&w page and $12,150 for four 
colors, will raise its rates by about 
10% (slightly more for color 
pages) with the July 12, 1952, is- 
sue, The magazine will also ad- 
vance its average net paid from 
3,000,000 to 3,100,000 


> is on the move 


to our new plast in 
Nossav County. Our new 
layout will be as efficient 
as wecanmakeit Tospeed 
our Shipping and Receiving opera- 
tions a railroad spur has been run in 
to our own loading platform. Why are 
we doing all this? To make ourselves 
better equipped and better 
able to serve you better. 


CONSOLIDATED 


Lithographing 
Corporation 
now YORE 


j 
. vr 
Soon to be ot Gien Cove @g . 


Place. t 


White Stag Plans 
New Ad Promotion 


PORTLAND, ORE., Nov. 21—White 
Stag Mfg. Co. will boost its 1952 
line of sun togs with magazine 
color pages and spreads during the 
coming season 


The drive will feature Sun- 
Bonnet chambray, a new fabric 
added to the 1952 line of spring 


and summer sun togs. 

Harold S. Hirsch, executive v.p 
of the company, describes the fab- 
ric thus: “Just the company 
took the sails off ships to intro- 
duce Original sailcloth, and cotton 
ticking from mattresses to intro- 
duce Sun-Deck denim, it is now 
taking the work shirt off grand- 
father’s back to introduce Sun- 
Bonnet chambray.” 

The company, which built its 
original business through its ski 
clothing, added women’s sun togs 
to its list four years ago and 
men’s line a year later 

Don Allen & Associates 
agency. 


as 


a 
é 


the 


Is 


Plans Direct Mail Study 

Under the chairmanship of A. R. 
Tofte, advertising manager of 
Allis-Chalmers Mfg. Co., Milwau- 
kee, a special committee of Na- 
tional Industrial Advertisers Assn. 
will make an intensive study of 
direct mail advertising in the in- 
dustrial field. Others on the com- 
mittee include E. H. Woodley, ad- 
vertising manager of Northern 
Electric Co., Montreal; B. V. Jones, 
advertising manager of Link-Belt 
Co., Chicago, and Joseph A. 
Barnes, advertising manager of 
Perkins Glue Co., Lansdale, Pa 


Tele-King Corp. to Katz 

Tele-King Corp., New York, 
manufacturer of television receiv- 
ers, has appointed the New York 
office of Joseph Katz Co. to handle 
its advertising. Milton Samuels 
Advertising, New York, had the 
account previously 


Rosenbloom Gets Account 

Irving J. Rosenbloom Co., Chi- 
cago, has been appointed to handle 
advertising for Mason's root beer, 
manufactured by Mason & Mason 
Inc., Chicago. 
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some big advertisers, Mr. Kurz 
told a press conference here last 
week, are not so sure what themes 
they should use, and so the Trib- 
une, to help them use newspaper 
space regularly to best advantage, 
hired Social Research to find out. 


‘Chicago Tribune’ 
Tells Brewers How 
to Write Beer Copy 


Cuicaco, Nov. 20—The Chicago 
Tribune has come up with a re- 
search study for the special bene- 
fit of all beer advertisers, but it’s 
hard to believe the brewers will 
be made uniformly happy by it. By far the greatest number of 

The study is based on 300 psy- beer drinkers are found among the 
chological depth interviews here great “middle majority” (65% of 
by Social Research Inc., which|the public) and advertisers must 
sought to find out exactly why aim at this group. 
people drink beer and what they; Members of this level drink beer 
think about beer advertising—the/| with friends because beer is inex- 
latter having something to do with| pensive, it’s non-intoricating (so 
their selection of brands. The sum-| they say), and it helps them to re- 
mary of findings (almost desti-|]ax and get along well with the 
tute of statistics) will probably boss and other beer lovers. 
displease several advertisers. Effective ad appeals emphasize 

According to W. C. (Wally) | beer as a refreshment (particular- 
Kurz, the Tribune’s national ad-|ly a cool one) and _ illustrations 
vertising manager, the study was} should show it used at appropriate 
undertaken to “help advertisers} lodge, sports or social gatherings. 
find out what to do with the white 
space” they know they should) ® The interviews, Mr. Martineau 
use on a continuing basis. Even) <aid, disclosed that the average 


|@ The findings, explained pung- 
ently by Pierre Martineau of the 
Tribune ad staff, are as follows: 


...She says Junior just spoke his first sentence: | 
‘Solid Cincinnati reads the Cincinnati Enquirer 


Circulation, Cit 
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1941 42 43 «44 


Source: ABA Publishers’ Statements, March 31 of each 
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and Retail Trading Zone 
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154,086 


147,490 


post 
143,575 


a7 


year 


—_— 


|beer drinker resented or misun- 
derstood many beer ad themes 
;shown to him. One brewer's ad, 
featuring a fox hunter attendant 
in red waistcoat, was simply not 
junderstood; interviewees didn’t 
|know what the waistcoat rep- 
‘resented. Similarly, when asked 
jabout an endorsement by actor 
| Alfred Lunt for Blatz, the average 
/man indicated (a) he didn’t know 
who Alfred Lunt is and (b) re- 
sented the idea that some “stuffed 
shirt” had to tell him what beer 


to drink 

“There is no real proof,” Mr. 
Martineau explained, “that middle 
|majority families fall all over 
ithemselves to imitate high soci- 
lety.” 

Furthermore, the study indi- 
cated, most people resent all beer 
endorsements by wealthy and 


| famous people—and this even ap- 
| plies to the home-town character 
| who “ought to know.” 


e The study showed that most 
people drink beer because it is a 
democratic drink, a leveler of peo- 
ple, an invitation to informality. 
Women, said Mr. Martineau, 
| drink it because it seems to be an 
invitation to socializing—and they 
|buy what their husbands have 
|been accustomed to order. 
| Among both men and women, 
he continued, beer is apparently 
fused “to break the ice on social 
occasions.” Many respondents in 
the survey defended their beer 
icrinking on the grounds that it 
|“doesn’t make you high quickly,” 
“you don’t have to count how 
many you've had” and “you don't 
have to watch yourself.” (They al- 
so think that those who serve cock- 
tails are trying to get ahead so- 
cially.) 

The study also showed that most 
people don’t care how beer is made 
and don’t pay much attention to 
copy relating to brewing tech- 
niques. 

And they 
| cheaper. 


| 


like it because it’s 


Joseph Dixon to Fader 

Joseph Dixon Crucible Co. has 
appointed Franklin Fader Co., 
Newark, N.J., as agency for its in- 
dustrial advertising. This part of 
the account was resigned by Rick- 
ard & Co., effective Dec. 31. Flet- 
cher D. Richards Inc., New York, 
retains the rest of the account. 


999 


Now hear this: More and more and more 


. Cincinnati is a morning-newspaper 


town! Today, the Daily 


more circulation within the retail trad- 
ing zone than the fota/ circulation of 
any other Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc. 


U. S. Population Is 155,107,000 

The Census Bureau has esti- 
mated that the U.S. population 
was 155,107,000 on Oct. 1. 


Enquirer has 


JUST ASK FOR MARIE: 
and ask for 
Marie Maize on your next multi- 
graph. aoe. add: or 
mailing job. Quick pick-up an 
accurate work, a A 
rsonnel, cha 
LETTER SHOP. 
Dearborn St., Chicago 5. 
23rd successful year.) 
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There’s the... 


and the... 


But no appeal... sells like... 


. of Holiday magazine! 


No doubt about it . . . you just can’t beat Holiday's 
sales appeal, the pleasure appeal! It puts readers in a 


get-up-and-go mood — a Holiday spending mood. And 


remember, Holiday readers are top-income people, 
the biggest buyers in America! HOLI DAY ese 


means pleasure and pleasure means business ! 
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Colgate Shifts 
_Agencies and 
Some Accounts 


NEw York, Nov. 21—Colgate- 
Palmolive-Peet Co. did some house 
scrubbing this week and in the 
process shifted agencies on Super 
Suds and Kirkman Brand soaps, 
added a new agency to its list and 
announced tests for a new, uniden- 
tified product 

The realignment takes place on 
or about March 1 when the Super 


WORD-Power Is SALES-Power 


Gardner-buiit mail-order letters, broadsides, 
booklets, advertisements are POWER 
WORDED to attract, interest, inform, convince 
... they do GET RESULTS! Tell me YOUR 
mail-selling problem. Maybe | can help 
SOLVE it. Details, suggestions free 
ERNEST F. GARDNER 
60 E. 54th St., Suite A, Kansas City 2, Mo. 


; Suds account, now being handled, 


by William Esty Co., will go to) 
Cunningham & Walsh. C&W will, 
in turn, switch its Kirkman ac- 
count, regional promotion cover-| 
ing the Philadelphia, New York 
and New England areas, to Charles | 
W. Hoyt & Co., the new C-P-P| 
agency. | 

William Esty is left with Vel 
and Fab, C-P-P’s two detergents, 
in addition to the new unidentified | 
product, which it will introduce in 
test areas some time after the first | 
of the year. Super Suds has been | 
in the Esty house since the sum-| 
mer of 1942. 


® The Kirkman account is the first 
soap product that the Hoyt agency 
has had in recent years. Promotion 
plans won't be set for a while but 
the Kirkman advertising appro- 
priation will be between $300,000 
and $400,000, AA was told. 
Probably the biggest plum 
this pie-split—and possibly the 
biggest problem—is the once 
mighty Super Suds, which is now 


in 


selling ‘way behind Procter & 
Gamble’s Duz and Oxydol and, 
Lever Bros.’ Rinso. It’s estimated | 
that Super Suds sales are between 
25% and 30% of the sales of the 
other three soap products. 

At C&W the Super Suds budget 
may be between $1,500,000 and} 
$2,000,000. Last year Colgate spent 
$530,745 in newspapers, accord- 
ing to the Bureau of Advertising, 
and $42,225 in magazine sections 
(according to Leading National 
Advertisers) for Super Suds. 


Don McNeill Bows Out of TV, 
‘Unhappy with Restrictions’ 


Don McNeill on Dec. 19 bowed 
out of television as a regular per- 
former. Mr. McNeill said that he 
was “unhappy with the restrictions 
of television,” especially the way 
it affected the travel schedule of 
the “Breakfast Club.” 

Mr. MeNeill said that he may 
eventually take on a morning tele- 
vision show, possibly a simulcast 
of the “Breakfast Club,” but that 
he definitely is through with the 
“TV Clb.” 


Advertising Age, November 26, 1951 


NPA Will Sanction 
Boost in Newsprint 
Capacity: Treanor 


WASHINGTON, Nov. 21—The re- 
tiring chief of NPA’s printing and 
publishing division predicted to- 
day that steps would be taken in 
the immediate future to facilitate 
construction of additional news- 
print capacity in the U. S. 

On the eve of stepping down aft- 
er ten months’ service here, Arthur 
Treanor, former v.p. of Booth 
Newspapers, said that an impend- 
ing decision declaring newspa- 
pers “essential” will clear the way 
for certificates of necessity for 
half a dozen projects which will 
eventually add 250,000 tons an- 
nually to domestic newsprint out- 
put 

Efforts to reverse an earlier rul- 
ing listing newspapers as not es- 
sential have been pursued back- 
stage at NPA for weeks, Mr. 
Treanor reported. He said the fa- 


* 


MARKET—The 


Central and 


South American 
speaking countries throughout the world have long held top ranking 


Republics and 


Spanish 


as importers of U.S. farm equipment. Farm mechanization has made 
big strides in Latin America in recent years and millions of dollars 
are earmarked for additional imports of farm machinery. The potential 
growth of this big market is common knowledge, and U. S. farm 
equipment manufacturers have long recognized the need for a special- 
ized farm equipment publication to help assure more efficient use 
of equipment and to improve agricultural practices. IMPLEMENTOS 
y TRACTORES will fill this need. 


EDITORIAL—The editorial content of IMPLEMENTOS y TRACTORES 


will 


be similar to that of 


IMPLEMENT & TRACTOR. It 


will 


report all the significant developments in U. S. agriculture; the new, 
experimental and standard techniques in power farming, and the 
specifications and performance data concerning new American-built 
farm equipment. Special articles will cover the repair and maintenance 
of tractors, farm equipment and automotive units. Many of the ex- 
clusive editorial features and departments of IMPLEMENT & TRAC- 
TOR will also be carried. New special material on Latin American 
crops will be introduced. IMPLEMENTOS y TRACTORES is backed by 
66 vears of successful publishing exclusively for the farm equipment 
industry. 


* 


CIRCULATION 


Coverage will exceed 8,000 controlled, comprising circu- 
lation to all rated importers, distributors and dealers in farm machin- 


ery in Latin America and the Spanish speaking countries. Coverage al- 
P so includes high rated service shops, large plantations, government 
officials, schools, colleges, libraries, etc. This is substantially more cir- 


Additional information promptly furnished! 


published by IMPLEMENT & TRACTOR 


Kansas City 6, Missouri 


Graphic Arts Bldg. 


culation to the farm equipment trade and top purchasers of farm ma- 
chinery than presently provided by any export medium. 


.. IMPLEMENTOS y TRACTORES 


| vorable decision puts the free press 
|“beyond the reach of politicians.” 
L. Mr. Treanor arrived in January 
to serve six months at NPA, but 
stayed ten months. His successor 
is J. Noel Macy, Westchester pub- 
lisher. 

NPA predicts newsprint will re- 
main tight in the coming months, 
but that supplies will be adequate. 
Metropolitan newspapers are co- 
operating in conservation pro- 
grams based on agreements reduc- 
ing the gap between net paid cir- 
culation and net press run 

While the “essential” classifi- 
cation enables newsprint mills to 
get quick tax amortization for 
their new facilities, it does not 
automatically assure necessary 
construction materials in the im- 
mediate future, and there are no 
estimates at this time which indi- 
cate when the new capacity will 
be available 


@ The six projects, totaling 250,- 
000 tons, represent a $63,000,000 
investment, and will result in an 
increase of nearly 25% in U.S 
newsprint output 

Largest of the projects is a $40,- 
000,000 mill planned by Bowater 
Paper Co. in eastern Tennessee 
Others are the $15,000,000 expan- 
sion of Southland Paper Mills at 
Lufkin, Tex., and a $5,000,000 pro- 
ject of West Tacoma Newsprint 
Co. at Steilcoom, Wash 


Also: A $2,000,000 proposal of 
Great Northern Paper Co. in 
Maine; a_ $1,500,000 project of 


Michigan Paper Co. at Plainwell, 


Mich., and a $214,000 one by 
Crown Zellerbach at West Lima, 
Ore. 


Anahist Appoints 
Hewitt Exec V. P. 


Yonkers, N. Y., Nov. 20—The 
Anahist Co. has appointed John 


S. Hewitt to the post of executive 


v.p. Mr. Hewitt 
was v.p. of the 
Andrew Jergens 
Co. for 12 years 
before joining 
Anahist as v.p. 


and general man- 
ager last year 

Expansion of 
the company’s 
line and more in- 
tensive newspa- 
per and radio ad- 
vertising will be 
put into effect shortly. Test mar- 
kets are now being conducted for 
new products under the Anahist 
label. Hist-O-Plus, which was in- 
troduced by Ted Bates Inc., New 
York agency, last year, is now in 
national distribution, the company 
reports. 


John S. Hewitt 


Daroft’s Loses Petition 

New York Supreme Court Jus- 
tice Morris Elder has denied the 
application of H. Daroff & Sons for 
a temporary injunction to restrain 
Barney’s Clothes Inc. from affix- 
ing Daroff’s Botany 500 trademark 
to men’s suits from which the 
manufacturer had removed its 
label. A criminal complaint 
brought by Daroff, charging mis- 
use of the trademark, was dis- 
missed last week in magistrates 
court here. 


WAGE Revamps Copy Dept. 

WAGE, Syracuse, has reorgan- 
ized its copy and script department 
to service its loca] advertisers who 
lack professional advice on radio 
sales copy. Het Manheim, formerly 
network program executive of Co- 
lumbia Broadcasting System both 
on the West Coast and in New 
York, has been appointed head of 
the new department 


Treadwell Appointed S. M. 

Theodore R. Treadwell has been 
appointed sales manager of Clover 
Mfg. Co., Norwalk, Conn., manu- 
facturer of coated abrasives and 
valve grinding and lapping com- 
| pounds. 
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What makes a newspaper great? 


“IT'S A PICTURE OF THE TYPIZAL 
MINNEAPOLIS STAR AND TRIBUNE 
CARRIER SALESMAN ! 


He’s one of 9,000 carefree teensters 
who daily whistle their way down 
city streets and small town avenues, 
each deftly plunking 80 to 90 news- 
papers on doorsteps throughout a 225- 
county area of Minnesota, North and 
South Dakota and western Wisconsin. 

He’s a member of the largest single 
organization of newspaper carrier 
salesmen in America. And when the 
whistling and plunking subside (it 
usually takes about an hour), he and 
his mates will have delivered Minne- 
apolis Stars or Minneapolis Tribunes 
to the largest group of newspaper 
readers in the Upper Midwest. 


What does this typical American 
junior business man look like? He’s a 
teen age boy in junior or senior high 
school. His grades are good; mostly 
above class average. He owns a bi- 
cycle, $50 to $100 in U.S. Savings 
Bonds, and has a bank account of 
about $200. He may own life insur- 
ance, in addition, paid for out of his 
earnings. : 

He has had his paper route about 
one year, is probably a Boy Scout, 
attends Sunday School regularly and 
has extra church duties. He also en- 
gages in at least one school activity: 
sports, music, theatricals or debating. 


His father may be a judge, a 
mechanic, a farmer or even a corpora- 
tion president. And like most kids 
he grins sheepishly when the Old Man 
points with pride to the enviable 
training his carrier salesman son is 
getting in self-reliance, service, sales- 
manship, poise and business ability. 


He plans to go to college; if possible, 


Comosite photograph of 11 Minneapolis Star and Tribune « 


with help from the Minneapolis Star 
and Tribune Scholarship Award Pro- 
gram which yearly distributes $5,000 
among 20 boys selected in competi- 
tion for scholastic standing, citizen- 
ship and ability as carrier salesmen. 
124 boys have to date furthered their 
education at Harvard, Yale, Minne- 
sota and other universities aided by 
these newspaper scholarships. 

Like most Upper Midwesterners he 
enjoys his job, his life and the place he 
lives... and is in enthusiastic agree- 
ment with his customers: the best- 
read, best-liked, most respected news- 
papers a boy can deliver are the... 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


615,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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7. 5% of NEWSWEEK -_ | 
more than $5,000 a year. 


32.7% top $10,000 a year (onl 
U. S. families can say this!).. 


- The average income of all NEWSWEEK families i | 
$Il,269—an increase of more than 15% since a year ag 


These facts corroborate something smart advertisers have reaiiie’ Scions, tong | 
time: because NEWSWEEK is “‘must'’ reading for the high-income, executive, manage- _ 
ment audience—people with money to spend—advertising in NEWSWEEK pays off. 
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‘Saturation’—a Nice Word, But... 
Without anyone having been particularly aware of it, a new word 
seems to have carved a substantial niche for itself in the advertising 
field. Almost daily now, someone or other announces, with appro- 
priate fantare, that a 
behalf of 
The word, of course, was picked up from the Air Force, and per- 
haps 


s@bstitute the new shiboleth for those more tired, overworked and 


“saturation campaign” is being launched on 
some particular product. 


the wonder should be that it took advertising men so long to 


c@mmonplace symbols which formerly were depended upon to whip 
sales 

To saturate is to soak or impregnate thoroughly. As 
Air Force 


means to cover a target completely and to obliterate it completely. 


forces and dealers into a white heat of cooperation. 
used by the 
(and frequently too enthusiastically, we are afraid) it 
Abd that, of course, is the connotation which has been carried over 
inte ° 
objec. uve 
But-—with all due regard to the immense power of words 
afe still only And there 
r@M@sonable causes for suspicion that, despite the new terminology, 


suturation” advertising campaigns. !t is a strong word, and ihe 


in advertising and selling—is a desirable one. 

words 
words, and facts are facts are at least 
v@ry few advertising campaigns which even remotely approach the 
Saturation level are being planned or executed. There are further 
iM@ications, in some instances, that “saturation” is a word designed 
t@ suggest that the way to capture a market is to loose something re- 
s@™mbiing an atomic blast on that market for a week, or two weeks, 
Of maybe a month. After that, this theory runs, the market is captured, 
atid all that & 


Unfortunately, however, markets are harder to 


necessary is a modest police force. 


capture—and in- 


finitely harder to keep captured—than prisoners of war, The theory 


of “capturing” a market initially with an overwhelming force of 


advertising and promotion—a “saturation” campaign, if you like— 


may be sound enough, but any notion that once a market is captured 


it will stay that way for any length of time is a strange notion indeed. 


If “saturation campaign” means that one concentrated hoopla of 
promotuon is being substituted for steady, continuous pressure, then 
there is considerable doubt as to the reasonableness of the change 


of strategy. But, even more important, if the mere use of “saturation” 


as. a term is going to convince any appreciable number of marketers 


that they are really saturating a market when in fact they are a long 


way from doing so, we suggest that the term be thrown out, disre- 


spectfully, on its ear. Otherwise, we are all in danger of accepting a 


pleasant-sounding word as a substitute for a hard fact. 


When a Substitute Steals a Market 


AA reported last week that the Tanners Council of America is con- 


sidering « million dollar campaign to fight the encroachment of 


synthetic materials in the footwear field. 

This is a familiar pattern in recent years, and one which is certain 
to become more familiar year by year as more products are turned 
in the 
Business 


tablished product can trequently meet competition from new sources 


out nation’s laboratories 


history has demonstrated pretty clearly that the old es- 
well, but instance it has been shown that the 


exceedingly in every 


job is one which requires progressive thinking, willingness to ex- 


periment, ability to develop greater utility and additional uses, and 
perhaps drastic changes in marketing strategy, rather than merely a 
sort of rearguard action to slow down the progress of the competitor. 

In the case of leather, for example, we have a suspicion that even 
though much of the footwear business might eventually go to other 
materials, the industry could develop tremendous new uses and 
appeals for natural leather which might make sales far greater than 


they have ever been before. 


Advertising Age, November 26, 1951 


~—This Week Magazine 


Well, they should know better than to put a sale like thot | 


on the bock of the sports page.” 


What They're Saying | 


Newspapers—The Priceless 
Ingredient of America 

To begin with, let me say that I 
believe good advertising to be our 
straightest, strictest, purest means 
of communication. 

It is not opinion. 

And it is not propaganda (in the 
popular sense). 

Every promise that it makes is 
based on probability—dquick, easy 
and positive. 

A columnist or a radio commen- 
tator, or even the Newark news- 
papers may make a mistake in re- 
porting a war or a murder or a 
fire, or just someone's age. 

And that is the last of it. 

But, if an advertisement reports 
goods as silk then you know they 
are silk and not rayon 

If an advertisement that 
an automobile is of 90 horsepower, 
then you know that it has $0 horse- 
power, and not 80 or 52. 

If an advertisement says that you 
can make a certain chocolate cake 
merely by adding water or milk 


says 


know that you don’t need butter 
or anything else. 

If an advertisement says that a 
canned beef stew is delicious, then 
you know that millions of people 
will find it so—else the 
would never pay for the ad. 

Advertising is self-purifying and 
all America knows it. 

Sometimes we joke a little about 
it—about some of its exuberance. 

But, it’s a tolerant laugh that we 
laugh. 

Because we know that we are 
|laughing at foolishness and it is 
obvious. 

—Herbert W. Moloney, 


gan & Schmitt, 
Kiwanis Club of 


sales 


Re- 
the 


Moloney, 
speaking before 
Newark, N. J 


Censorship—By Any Name 

It is difficult for a working re- 
| porter in Washington to be either 
| complacent or objective about the 
virus of news suppression now 
seeping through the government 
agencies and deadening his legiti- 
mate news sources. 


to a prepared cake mix, then you 


For instance, the recently-issued 
press statement by Price Boss 
Michael V. DiSalle is based entire- 
ly on safeguarding “business data | 
in its possession” and on insuring 
that “the public not be misled by | 
statements of employes regarding! 
OPS actions which have not yet | 
received final approval.” 

“Final approval,” of course, can 
mean waiting until the OPS pow- 
ers-that-be issue the one-sided 
government version of what is 
happening. 

The word “censorship” is care- 
fully avoided. The statement pi- 
ously pointed out that it was not 
intended as a “news gag.”’ It went 
further to say: “These words of 
caution ... place no restriction on 
the release of news about OPS ac- 
tions, decisions and policies.” 

Max Hall, the OPS information | 
chief, said flatly, in response to 
criticism, “The statement is not an 
order, not an instruction, not a di- 
rective to any employe not to talk 
to reporters.” 

On the surface, all is fair, all is 
bliss. Then what are we yelling 
about? 

Here’s what: Just as the 
ing press predicted openly, within 
a week three different officials 
who had frankly discussed previ- 
ously the problems and the factors 
involved in pricing matters flatly 
refused to even talk to reporters. 

What is threatening to occur at 
OPS—and at practically 
other government agency—is a 
drying up of news, all except that 
funneled through the agency's own 
press section and given to report- 
ers as “hand-outs.” 

These releases are carefully cen- 
sored—-admittedly so in this case— | 
by higher-level officials before the | 
reporter sees them. He has no 
choice except to write just what 
the government tells him to write. 


every | 


Now we hear that a new cate- 
gory of secrecy is being used—the 
label: “For official use only.” 


This is a much more vicious meth- 


, od of shoving a fist in the report- 


Put any tag on it you want—| 


limitation of the free flow of news 
by anybody at any time is censor- 
ship to some degree. .. 


er’s nose because an official does 

not have to prove “security” value 

in so stamping a document... 
~——Gilenn M. Green Jr., in the Nov. 14 
issue of National Petroleum News. 


work- | 


tion department. 


_ Rough Proofs 


Gladys the beautiful reception- 
ist says she sees Anahist is start- 
ing a saturation campaign, and she 
wonders why this idea hasn't oc- 


curred to Schenley and National 
Distillers 
e 
The Financial Public Relations 


Assn. broke attendance records at 
its convention in Hollywood, Fla., 
and the early winter storms in the 


‘North had absolutely nothing to do 


with it. 
+ 
Even though your hotel reser- 


| vation in Chicago is at the Conrad 


Hilton, better tell the cab driver 
who picks you up at the station 
to take you to the Stevens. 

* 

The efforts of the Tanners’ 
Council to halt the trend toward 
the use of synthetic materials in 
women's shoes seem doomed to 
failure. Who ever heard of a wo- 
man who looked for comfort or 
protection in buying shoes? 

e 

The post-mobilization period, 
Dexter Keezer warns, will arrive 
much sooner than most people ex- 
pect. 

Better put in a hurry call for the 
CED. 

. 

Maybe a new kind of prize con- 
test should be started, offering re- 
wards to persistent readers who 
succeed in finding the buried foot- 
notes which refer to the asterisks 
planted in the main display 

© 


“She’s older than you think,” 


says Seventeen, referring, inter- 
estingly enough, to 17-year-old 
lassies. 

And she’s even older than her 


mama thinks 
© 
Industrial Marketing reports that 


industrial ad managers’ salaries 
have averaged a 125% increase 


since 1940. 
With inflated dollars in mind, 
they're just about breaking even. 
© 
“What should an elephant make 
remember?” asks R&R. 
Let's see now—a political party 
that used to be very important in 
Washington before 1933” 
e 

Walter Seiler says some repre- 
sentatives drop in on agency space 
buyers for a half hour’s chat, and 
without identifying them- 
selves or their publications 

Maybe ad directors would be in- 
terested in hiring a few more sand- 
wich men. 


you 


leave 


- 

Parents’ Magazine has an- 
nounced “a new assured circula- 
tion of 1,300,000” for its February, 
1952 issue. 

That “assured” suggests a pipe- 
line to W. Winchell’s infanticipa- 


. 

“Noses ain't just for blowin’,” 
remarks the Weekend Picture 
Magazine. 

But from where 
this continues to be 
tant function 


Kleenex sits, 


a most iImpor- 


- 
An 
looking for an editor of a com- 
pany house organ says he must 
“know how to deliver typed copy 
ahead of deadline.” 
That’s the toughest part of the 
specifications. 


automotive manutacturer 


Copy Cus. 
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Industrial growth ia This Chriving area coritinues at a rapid rate / 


SPACIOUS, NEW YALE & TOWNE PLANT 
ADDS GREAT CAPACITY TO PHILADELPHIA'S ; 
INDUSTRIAL SCENE 


The largest plant in the country devoted 
to the manufacture of materials-handling & 
equipment, this recently completed Yale } be 
& Towne plant employs 2800 people. . 
It’s typical of the new plant construction ; | 
that has been steadily going on in the 
growing Philadelphia area! 


SINCE 1936, THE INQUIRER HAS RISEN 
TO STRONG POSITION OF ADVERTISING 
LEADERSHIP 


Rising every year, THE INQUIRER’S total 
advertising linage has soared to over 
36,000,000 lines... more than double 
that of 1936...far ahead of Philadel- 
phia’s second newspaper. THE INQUIRER, 
leader in the Nation’s 3rd Market, is 
first choice of sales-minded advertisers! 


The Inguirer, Piladeloluxs Hist newspaper maiches industrial os, 
grouith with its own rapid rate of increase / 


~ 


, a“ 
fo Now in its 18th 
Consecutive Year of Total 


peli” The Philadelphia Prguirer Ff 


| we 


Buchustun Aduadicdasn & 


g Rep ives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260, West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Gorfield 1-7946 + 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 


Philadelphia Prefers The Inquirer 
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PORTRAIT 


of a 


SALESMAN 


SUCCESSFUL SALESMEN SELL IDEAS, seek out people who are looking for ideas, 
find a great many that other salesmen miss. Such salesmen invariably are top producers 
for usually the people they locate and sell have greater needs and greater buying power. 
That is the secret of Pathfinder’s success. 


In 1951 fifty-three* new advertisers chose Pathfinder’s pages to help them sell 
their ideas to the select Pathfinder audience. 


rR. GPW ~ zeceane 


They recognize the fact that no other magazine of comparable character majors in 
Pathfinder’s major market. 

They recognize the fact that no other segment of the population is more important— 
politically or economically—than Pathfinder’s audience. 


WANT A READY MARKET FOR YOUR IDEAS? Ask for more information on 


Pathfinder—the magazine which is bought, read and talked about by a nationwide audi- 
ence of 1,200,000 families who are looking for ideas. 


GRAHAM PATTERSON, Publisher 
Washington Square, Phila. 5, Penna. 


3 | .. THESE FIFTY-THREE NEW ADVERTISERS KNOW THEY ARE IN GOOD COMPANY WHEN THEY ARE IN PATHFINDER 
: (List limited to advertisers using half-column space or larger.) 


American Meat Institute 


The Baldwin Piano Company 
Barbasol Shaving Cream 
Bridgeport Fabrics Inc. 
Burgess Battery Company 
Butler Brothers 


Campbell Chain Company 

Chimney Sweep 

The Clerk Grave Vault Company 

Commedore Hotel 

Consolidated Vultee Aircraft 
Corporation 

D-Con Company 

Denver Convention & Visitors Bureau 

Denver & Rio Grande Western Railroad 

DeSoto Division, Chrysler Corporation 


A. B. Dick Company 
Durkee Famous Foods 


Eaton 2-Speed Axle 
Electric Light and Power Companies 
Esterbrook Pen Co. 


Firestone Tire & Rubber Co. 
Ford Motor Co.—Institutional 


Georgian Bay Line 
Otis E. Glidden & Co. 


P. H. Hanes Knitting Co. 
The Home Insurance Company 


Johnson's Car-Plate 
The Kawneer Company 


Lloyd Manufacturing Company 
Lucky Strike Cigarettes 


Martins Industries 
Mentholatum Co. 
Monta-Mower Distributing Co. 


North Carolina Conservation & 
Development 


Ovaltine 
Pennsylvania Railroad 


Phoenix Chamber of C ce 
Pittsburgh Paint 
Prudential Insu Company of 


America 
Red Cedar Shingle Bureau 
Seiberling Rubber Company 
L. C. Smith & Corona Typewriters, 
Adding Machines 
Sonetone Corp. 


Spool Cotton Mills 
Sst daknal. ct. aati, 


Telex, Inc. 
Travelers Insurance Companies 


Union Pharmaceutical—Saraka 

United Fruit Company 

Victor Products Corporation— 
Victor Quickfreeze 

Williamson Heater Co. 


Wings Shirt Co., Inc. 
Western Pacific Railroad 


P 


K te eddition, more then three times this 


number are already consistent advertisers 


in the pages of Pathfinder Magazine. 


YOU'RE IN GOOD COMPANY WHEN YOU’RE IN 


Pathfinder 
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Pathfinder's Bias: We favor the American ideal 
of freedom for individuals. We oppose statism 
and totalitarianism in all forms. We believe 
we can best support freedom by printing facts 
without bias, because we think that all the 
facts are on the side of freedom. 
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ELK$ ARE LIBERAL... 


In fact, Elks are 
WELL KNOWN t 


be liberal. - 


And there are 
1,011,687 Elks! Double 
the median income... More than 
double average buying... Earnings of better 
than $6 billion a year to 

buy what you sell. A mass market 


_... With class incomes... 
at $5 a line! 


MAGAZINE 


New York + Chicago * Detroit - Los Angeles 


bea 


|to 492,475 tons and shipments to 


Here’s a business card 
that really means 
business 


GREATEST HOME-DELIVERED 
DAILY AND SUNDAY CIRCULATION 
IN NORTHERN CALIFORNIA 
SINCE 1939 


Write for Your Copy of the 1951 Bright Spot for Market. 


Circulation, Advertising Facts 


une 
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CRESMER & WOODWARD, INC. | 
Representatives Including Sunday Magazine Section 


|} colors for business 


Use of Newsprint 
Dips in October: 
Output Hits Peak 


New York, Nov. 20—Consump- 
tion of newsprint in October by 
daily newspapers reporting to the 
American Newspaper Publishers 
Assn. was 405,277 tons, compared 
with 420,786 tors in October, 1950, 
and 399,262 tons in October, 1949. 
This was a decrease under Octo- 
ber, '50, of 3.7% and an increase 
over October, °49, of 1.5% (four 
Sundays in October, '51, five Sun- 


days in each of the preceding 
years). 
Total output in October, 1951, 


as noted below, exceeded that in 
any other month on record. 

Stocks of newsprint on hand and 
in transit at the end of October 
were 41 days’ supply for the av- 
erage of all daily newspapers re- 
porting to ANPA. This is the same 
number of days’ supply as at the 
end of September. At the end of 
October, ’50, there were 33 days’ 
supply, and at the end of October, | 
"49, 38 days’ supply. 

Total estimated newsprint con- 
sumption in the U. S. for October 
was 529,774 tons, which includes 
all kinds and uses of newsprint, 
ANPA reports. For the first ten 
months of 1951, it is estimated at 
4,863,282 tons. During the first 
ten months of this year, reporting 
newspapers used 3,720,411 tons of 
newsprint, a decrease of 0.4% un- 
der the first ten months of 1950 
and an increase of 6.1% over the 
first ten months of '49. 


s Newsprint production statistics, 
as tabulated by Newsprint Serv- 
ice Bureau, show production in 
Canada during October amounted 


497,410 tons. U. S. output was 96,- 
173 tons and shipments were 93,- 
625 tons, making a North Ameri- 
can production of 588,648 tons and 
shipments of 591,035 tons. Com- 
parable figures for October, 1950, 
showed continental production was 
547,748 tons and shipments were 
558,032 tons. 

Total continental stocks of news- 
print at the end of October were 
158,346 tons, compared with 160,- 
733 tons on Sept. 30, 51, and 136,- 
154 tons at the end of October, "50. 


_Adopts 4 A’s Second Colors 


McGraw-Hill Publishing Co., 
New York, has announced that 
beginning with the January issues 
all its domestic publications will 
adopt the recommended second 
publications 
developed by the AAAA and en- 
dorsed by the ANPA and the 
NIAA (AA, Oct. 1). Advertisers 
who wish to retain the exact shade 
of color which they have used in 
the past rather than the new 
shades will be billed at the 
matched-color rate. 


Buys Out Medical Publisher 

Williams & Wilkins Co., Balti- 
more, publisher of medical books 
and periodicals, has purchased 
Thomas Nelson & Sons, New York, 
medical books publisher. All stock | 
has been moved to Baltimore, 
where orders for Nelson medical 
books will be filled. 


Horton & Sons to Palm 

E. Horton & Sons Co., Windsor 
Locks, Conn., and its Gabb special 
products division, have appointed 
Charles Palm Co., West Hartford, 
Conn., to handle advertising and 
sales. 


‘Family Circle’ Names Tinkle 


Marcy Tinkle, formerly re- 
search man for Foote, Cone & 
Belding, New York, has been ap- 
pointed copywriter on the pro- 
motion staff of Family Circle. 


Barbara Kling Joins Freund 
Barbara Kling, formerly with 
Mervin and Jesse Levine, New 
York agency, has joined Morton 
Freund Advertising, New York, as | 
director of fashion publicity. 


Advertising Age, November 26, 1951 


Getting Personal 


Sherril Taylor, KNX-Columbia Pacific network sales promotion 
manager, handed out cigars to herald the arrival of a son, Kevin, at 
Huntington Memorial Hospital on Nov. 7... 

Annual dinner of the Ten Year Club of Lawrence H. Selz Organ- 
ization, Chicago public relations counsel, was held on Nov. 8. Newly 
elected president of the group is Mrs. Alice E. Emery, who worked 
her way up from the stenographic department to her present position 
as secretary and comptroller of the corporation. . . 

Frank W. Spencer, editor and publisher of the Advocate, Newark, 
O., has been elected president of the Newark Sesquicentennial Assn., 
which is planning the city’s 150th anniversary celebration for 1952. . . 

Lorraine Peck, publicity manager of KWK, St. Louis, changed her 
name to Mrs. Douglas Remmers on Wednesday, Oct. 31. The cere- 
mony took place in Troy, O., home of the bride’s parents. . . 

The Bing Crosby of Boston advertising is Edward Donnelly, out- 
door specialist, whose wife gave birth to the fourth Donnelly boy 
Oct. 25. The parent Donnellys seem intent on giving increasing 
meaning to the name of the firm of which Ed is president—John 
Donnelly & Sons...Jack Fritz, ABC spot sales representative, be- 
came the father of a 7 pound, 12 ounce son, Jack Wayne, on Nov. 1... 
Richard J. Dillon, owner of the Dillon Mailing Bureau, Hartford. 
Conn., has been elected governor of the New England district of 
Kiwanis International. . . 


SAND TRAP CHAMPION—For the dubious honor of being the golfer with the most 
experience in sand traps, Harry D. Smith (left), Lisle Sheldon Advertising, Los Ange- 
les, is awarded a slightly used shovel at the windup of the Southern Californio 
Broadcasters Assn.’s ‘““Whingding” golf tournament at the Oakmont Country Club, 
Glendale. Doing the honors are committeemen Tom Frandsen (center), sales manager 
of KMPC, and Jim Strain (right), sales manager of KGFJ, both of Los Angeles. 


Hal Short, head of Hal Short & Co., Portland, Ore., agency, is new 
public relations chairman of the Aero Club of Oregon and in charge 
of working out details of converting the club’s monthly bulletin into 
Contact magazine, which will handle advertising for the first time 
in the club’s history. . . 

Franklin G. Beezley of the staff of the Bert S. Gittens agency, 
Milwaukee, has been named volunteer chairman for the lay educa- 
tion and publicity committee of the Wisconsin Heart Assn. .. 

Clark George, former CBS Pacific network sales manager in San 
Francisco, visited the KCBS offices en route home to Los Angeles 
after being mustered out of the Navy, where he was a lieutenant- 
commander. . . 

Ad salesman Dalton Haslett of the Herald and News, Klamath 
Falls, Ore., won first prize, an F. N. Mauser .270 rifle, in the Klam- 
ath Falls Gun Store’s annual contest for the biggest buck shot during 
the season. He brought in a 12-pointer with a 37%” spread... 
Col. John R. Reitemeyer, president and publisher of the Hartford 
Courant, has been elected pr2sident of the Officers Club of Con- 
necticut. He commands the 1035th Military Intelligence Group of 
the Army’s Organized Reserve... 

John M. Bridge, BBDO v.p. in the Minneapolis office, who was 
hospitalized with polio in late June, returned to his home early in 
November. Friends wanting to say hello can reach him at 2404 Lake 
Pl., Minneapolis 5...The Journal, Portland, Ore., honored 52 per- 
sons for long-time service at the paper’s annual 10-Year Club party 
not long ago. P. L. Jackson, editor and publisher, and his mother, 
Mrs. C. S. Jackson, widow of the founder, were hosts. . . 

Will J. Freddery, central western manager of Hardware Age, 
originator of the T. F. Club idea and one of the founders of the first, 
has been made a director for life of the T. F. Club of Cleveland... 
ABP veteran Jesse Neal has deserted Carmel, N. Y., his old home, in 
favor of Dunedin, Fla. (P. O. Box 487), where he'll live year 
‘round. .. 

It’s “His,” “Hers” and “Ours” at the home of Jim Towle, an ac- 
count exec at WCOP, Boston. Bradford R., the Towles’ first baby, 
arrived on Oct. 31...Nov. 14 marked the arrival of Gerald Jr. at 
Evanston Hospital, ticketed for Gerald A. Vernon (mgr. of ABC's 
central division network TV sales dept.) and Mrs. Vernon... 

James L. McGovern, associate editor of the Bridgeport Post, and 
president of the Connecticut circuit of the Associated Press, recently 
celebrated his 82nd birthday. He has been an active newspaper man 
for 60 years. ..Members of the National Capital Forge of the Ameri- 
can Public Relations Assn. surprised Robert E. Harper, exec v. p. of 
ABP, with greetings on his birthday, Oct. 15. A specially printed 
placard said, in part, “Congratulations to Bob Harper, one of the 
dreamers and doers who founded the American Public Relations 
Assn.,” and was signed by all in attendance at the forge meeting. . . 

Aubrey, Moore & Wallace’s Earl H. Hodgson, who heads the Chi- 
cago agency’s agricultural division, has been elected a member of 
the board of Farm Publication Reports and a member of its executive 
committee to represent advertising agencies. . . 
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Again in 1951, The Progressive Farmer ; 
out-gains all other farm magazines in adver- : 
tising linage. Its January-November gain ‘ ; 
and its total post-war gain is greater than that 
of any other farm magazine in the country. 
Here are two important reasons for this : | 
remarkable record: 
The South is the fastest-growing big market om: 
H 1 available to advertisers. During the last five ; 
i years, the South has out-gained the nation / 
, in cash farm income...in consumer buying 
...in farm electrification...and in farm- zs 
owned tractors, trucks and passenger cars. 3 
The Progressive Farmer dominates the rural | a 
? South as no other magazine dominates a iS 
market of comparable size. In the rural ie 
a South, The Progressive Farmer offers ad- aa 
: vertisers intensive readership...powerful a 
: reader influence...loyal women’s interest l} #. 
...high average subscriber inceme...vigor- Bey 
ous, healthy circulation growth...and far 
greater merchandising value than any hat 
: other magazine. < 
ah 
et The Progressive Farmer makes the fastest- 4 
a growing big market the easiest market to sell. : 
f Place your advertising in The Progressive : 
| Farmer and watch your Southern sales really 
q get up and grow! 
: Advertising Offices: BIRMINGHAM + RALEIGH RECORD-BREAKING ISSUE 
* MEMPHIS + DALLAS + NEW YORK + CHICAGO by 
“ eS ee This is the biggest November issue of The a 
Progressive Farmer ever published and it is only : a 
one in a series of record-breaking 1951 issues. In oe 
- nee advertising linage and in circulation, September, 
— October and November topped all previous issues aa 
a MORE THAN 1,182,000 | for the corresponding months. 
; SOUTHERN, : : 
FARM FAMILIES ‘ 4 
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» The Progressive Farmer @ 
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ALONG WITH THE MANY RAILROADS RADIATING 


MAYOR William B. Hartsfield savs: “LIFE has shown millions 


of Americans the tremendous industrial growth that has taken 


place in Atlanta and the whole Southeast in the past few vears.” 
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FROM ATLANTA, LIFE HELPS TO DISTRIBUTE THE GOODS AMERICA MAKES THROUGHOUT ALL THE SOUTHEASTERN STATES 


WHAT HAPPENS WHEN LIFE HITS ATLANTA? 


Nearly everyone feels its power, nearly everything feels its influence 


State capital of Georgia, distribution center of the South- 
east, Atlanta is appropriately known as *The Gateway 
to the South.” 

From downtown Peachtree Street to the outlying resi- 
dential areas, LIFE’s influence on the citv of Atlanta is 
unmatched by any other magazine. For nearly 250,000 
people living in the city’s metropolitan area are readers 
of LIFE.* 

As a result, LIFE influences not only the lives of the 
people of Atlanta, but also the social, commercial, and 
recreational life of Atlanta. 

In city after city, in town after town, in hamlet after 
hamlet, the examples of LIFE’s influence, as seen on these 
pages. differ only in respect to people,customs and climates. 


For LIFE, read by more than half of all Americans over 
age 10 in the course of 13 issues*, has become an integral 
part of Americans’ lives everywhere. 

Knowing these facts, manufacturers consider LIFE by 
far the most important publication for showing the goods 
they make and sell to as many Americans as possible. 


ok From 4 Study of the Accumulative Audience of LIFE, by 
Alfred Politz Research, Inc.,which measures the number 
of people who read a single issue of LIFE (23,950,000 . 
Americans), reveals how this audience grows in the course 
of thirteen issues to a total of 62,000,000 different peo- 


ple, and analyzes the characteristics of that audience 


I ea Se ee Pays tT ae 
Sts ‘ . . : ot =, eee 
be Ir I LE TT LS LL TT — «a a I a it ae i et |. nl pena eta alae a ae - eee - = . a, | = 

: ° ‘ f : ? 
ms ‘ Dx | 4 me) 

: iy te 
e | ‘ | 
* . as 
: fs ee 
4 . : a eg 
‘ Re: 
_ 4 a ’ ' - : 
vi - ' isle . 

t ehh an s fa ba Sy { a 
zB; | : j r a é 2 - i 3 aia S.. : “a “s = fy / AS : 
{ ‘ $d » je. Oe = " , gl” eee -¢ er a ee ¢ me 
- ; a : 4.4 i, > , af | n>. = le le See ee 4 FS ‘- eee”, 
aS ‘i “ee pe 1 a eee Ss é or gatak fade “a , ; wy NS: ad ts, 9 a ‘ ; EB ce. am ae 

hat P roe : ont) Pea ie ea, we = , * | ? rE  * ; oe =e & r 4 

if — ex * oe in e * . cs a 2" : %* “ ‘ ‘ ans ; . —_ = , | ban 

+e AR a oe ‘ —*< a ett’ -—* . oe ew ae iT ate 5 v ; 4. Fem, 1f .* ipo * ote ‘ te, 

~ on aks ~ a Peet ae Salida i i a “4. are”. ce 
| ‘ae _. ‘ - i ee : “y ate o & | DF i ee -* a, SR 1 = i 

i athe ‘“ a i ; a ae "Es  & : >| ee i ~ #2 a . es: 
AS ee ns a oll a te of lO Po -- << SS Py See ee te ee ot i ad 
ae ie / “too ‘ a > Sone yy oe wy 7 r py RE 2 Pe - Po ae 'd ao & 
————e— SFE“ 5 iia wis x See Sk OS = ; 
he - ere aS rhe eee 7 <4 : P ~ 7 Ry a: ee Es G ie = a 

f | tas ye a ¢ Be : — a . &, re ¥y 4 & : ae 5 ge = a ' = >" ‘ - 3 eo 
oa ee. £  j§ Mg OD aa = if a, Sa ac, i — re 
+ S <a Se A , Tie by A Te SB eta oe |! . rae tigi ea 
é ” a Lo. ge ta een € e Ss i ee .. Sa ae 
é Bae e+ a ee ae o é Ny: Pc. ee a sh etigs? RT) hg 1m 
‘ ~o: Saeeae y ry — a , 5 > s Hom @ Vig 2) a i) o- wee — ' Ree 
. ; ae a ¢ ’ i > e = he f or eS By - . ra — a ee ae - . ~*~ a , “ j 
ee q So we swe  —_— , ; , ~~ i Says ee. a yer: Sy, hy . = 
; te aes — 2 ao - A ah fo aA Pe te 5 Naan am Bee: 
{ “4 a a G a vg [res ee =i = AE f 7 ae ‘ . ae. a1 = Sage. wae iz _ Ye: . a ; a 
> oe + Se ae ot eer ee. eee so F : _— ae: oe = . QOS, ae es 
: J. ie ae - ” =— ~ a ee i = nd ~ x > 
- ‘ aa, 4S us oe ~ S cae. £3 ‘ s aes Vf p, hy ao age a ¥ | q = = ; is 
Z : aay y 4 £ a ae . a ae oy . - 8 ea ge / a OS ee — £5 
i a eS = 7; y» Pt ee te _— Rane ? irs = bs ££ Aa 2 — ps ’ - ' oe! 2 i em a 
“2 #4 ee J Fs A, ORI ay ~ erie 5 Be +? ‘4 > oe pet h ¢ - et 5a ee _— 3 
yy gt #. Lf A ae 4 ie SU A 3 ae ; wa ( : : ae 
<a ¢ “s ab ee ee A - a ee te | 2 ‘s } eet 
-. . ae ee At es ae 4 i — : ii. x 's oa ae Be 2 et Fe ae 
; iy 4 ee i La 4 OF teal oe ~ “< : ak 
‘ ; | x_n Se: ‘ “ ia irre . Soe ; % os , | eo 
a : f Fh aan a ae ee A yo < “ 4 ae « po -_ 2h TS 
oh oy eet eae he a ‘s ai = etna * 4 A . cae 
x P Pe Se oe : “* <a : ye rae 
< / f (4% Qi : |g y 2 ae. —— , ’ fe: 
, 44 . | ; oe : — P ty 
“ ° Pg 4 | ] ~. <2 AY bre 
‘2 a . : ~ é f ee | : — oF. 4 Sa 
¢g a of i - Vapi A , ot Qe © am. : > ; oe 
A ; - - t fs Se , ‘S ‘ : ; = ‘ ~ = yn 
; f ’ a ame ee s Z Ta '* te of Ag “id 
f P a 64 Fea ; Sa Ps a D A Thi te 
? / ZY £* £5 wim aa ee Se ee “' ye 
fF “ a # ae, ae oo £ f weer ae gee : — mo e ‘ oe —~2 x . : Ae 
a he eS fr FT Sh ahhh fae , ge = os at ee eg er 
%: ey | ia fo {fa (eg 2 aa / & a Wetec See ea ae ‘ “4 | a 6 i aS 
i *, ward i ¢ a ts “ nig die . Bs Pee i eo ee of - ia . ~ id 
be | gaia’ Oo P : 7 FO Se ll a 2 a ae ew _-- 
=H at af } ao / Sf ee 82 Riga om Lageran ee a rie A OES < - ; 
YA od if) | Ane ad . Be £2 > Pan Bag fon a : ~"ea ~ —_ PS 
KE gs mG" r 4 <3 P< jee re ae . " <- - 
* te Fi ie A f cS [Jf “95 See —. - —- et 
=— “ 4 4 : me rg ; apie, sana ie ee ee a eta - Pp — “ — 
7 -“ F Pt - e ) oar Riste o> ee cy aa ne =p c —_ oe - "4 ‘ 
: Ss Cs Fae? =, p77 - Cf || oS Se 24 ; »> a ~~ sq — . 
‘= y @ & ie TZ oe Rs eee J : , . ‘ © % 
| 2 a fe tf ‘ / ‘ a Pe UR Og oe NG 4 > sa a ce Pa 
ai ay ae . fF Ean Lo _ gas mere F ee" ape ae ae “, ¢ 4 
: ig: ba! : —f age ; T: Sel is zon 280 all “as ° . , 4 ’ 
te T f he Ohm, ” ake * igs iia OW io oa ae ee j > x - 
_ | ae - a ad os r . ae a Pia Fe yet : ee aoe i Fi gia A ae 2 « ae ¥ = - 
aa fs as ag ee ed oe S/o ae, aoe Fig eee ee 2 ee St. ae ~". wag a ° ‘ aa ee q 
Pa Tenia of os : 5 s kage Sate: er lena - [a aS . 
= PS + yw ie = . t/a J Bat ne ae aint ——— - 
£2: ; PM, a oe os ee . ete fee ag . on ae ae 
es 2 ee Saree & Se owes ye EP eal ey Beta ate ae tS : to ae a ; 
: Py >= cs ee. f/ “lent LF de Ah ees er t TG re ag SS oe ‘9 
a he tae en / Te ae i a eos ee ae 2 , Pe ie mee ‘nial a 4 } 
> . mes ey ‘an = Y ei: eran S ay peas Cg ~~ a ie AR a of a 2 . ’ 
Vy Be) Ne. 1 ee 4 ce Fee oy 
‘| J | _— ” ‘ \ \ \ \ a | ee \ * \ - i 2 
? - 
’ f =/ . TH, . m 
a Pr 2S eal ee a a 
4 ae ear a Bae gta. f Gee 
* aa i wee ue - i ae 
y Scan i 7s oer 
; : i . e ——— sl gee 
: Reet * oe SR ate 
* : cage +4 ae ; 
Gs bite Oe es alia 
‘ : : * : é , See ee . 

: —- ve 
vfs th a a Pa ee oy 
. ae We ie ih ; 

. a ie > 
Ye ‘ie Be = is \ ; . 4, ee 
: eas a peer 
Mee : ee ag i 
Rs ea: Sg os ; 
TS i . oa 

. . = ae é 7 bs ei om aS . 

i a5 q 

‘ a . 

3 eC 
es 


AT MIKE in his farm home is newspaper columnist and radio commentator Channing 
Cope, with wife and servants. As a direct result of this picture, which was in LIFE arti- 
cle,““The New South,” Cope reports that he “got hundreds of letters from all over and 
thousands of new readers and radio listeners.’ Nearly a million Georgians read LIFE.* 


' 
‘ 


ON BACKS are -ome Atlanta citizens being taught how to relax by undershirted YMCA instructor J. A. AT WORK is Pres. George C. 


Biggers, AT DESK i- Mr. Joseph Seitz, President 
Kennedy. After this picture appeared in LIFE, Mr. Kennedy received letters from people all over the coun: 


Atlanta Journal-Constitution. who says: of Colonial Stores, who save: “Our 358 
“LIFE’s dramatic reporting of news events — stores are proud to feature LIFE-advertised 


has a profound effect on all publications.” products to Southeastern homemakers.” 


try. appeared on several radio and television programs. and accepted one of three offers from publishers to 


write a book about his favorite subject —how to relax. Every issue of LIFE is read by 23,950,000 people.” 


DIRECTOR Henry Sopkin of the Atlanta Symphony Orches- 
tra save: “LIFE has given millions of Americans a vital new 
interest in the world’. greatest music events.” 62.600,000 dif- 


ferent people over age ten are members of LIFE’S audience.* 


CHAIRMAN R. W. Woodruff. Executive Committee of the LAWYER Robert T. “Bobby” Jones. Jr.. American golf king 


Coca-Cola Company say=: “LIFE has an eve for the significant, from 1923 to 1930, 


MERCHANT Richard H. Rich, well-known philanthropi-t 
and civie leader, is also owner of the city’s largest department 
store. He savs: “Rich's recognizes LIFE’s influence at the re- 
tail level, Knowing many of our customers are LIFE readers. 


savs: “After LIFE’s article on our 
and a telling way of presenting it.” 70° of all American busi- Peachtree Golf Club appeared people from all over the coun- 


ness owners. executives and professional people read LIFE.* try phoned here asking for permission to play the course.” 
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Wallace Joins Young Inc. 
William Wallace, who has spent 
20 years in the broadcasting in- 
dustry, 
Jr. Inc., radio station representa- 
tive, as manager of its Los Angeles 
office. Mr. Wallace is at 6331 
Hollywood Blvd., Hollywood. 


has joined Adam J. Young 


R&R Appoints Hoyt 


Sherman Hoyt, formerly New 
York district manager for Hot- 
point Inc., has joined the mer- 
chandising staff of Ruthrauff & 
Ryan, New York. He will have 
charge of home appliance mer- 
chandising 


KNXT Promotes Don Hine 


Don Hine, production manager 
of KNXT, Los Angeles, has been 
promoted to production adminis- 
trator. In his new capacity he will 
head all production facilities and 
i responsible for purchasing of 
ilms. 


perty-O ¢ 
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ef a series of people YOU 
have on Your Mailing List. 


When advertising budgets HAVE to show a bigger and 
better return, the South Dakota Dailies come through! 
. . 25% LOWER COST! Only the 
South Dakota Dailies offer MERCHANDISING PRO- 


85% COVERAGE . 
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sadouee COMPANY 


150 WEST 22nd ST, NEW YORK 11 
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DETROIT — TORONTO 
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Department Store Sales... 


Index Hits New ‘51 High of 363 


WasHINGTON, Nov. 20—The de- 
partment store sales index for the 
week of Nov. 10 hit a new high 
for the year of 363 (1939 equals 
100), with the Federal Reserve 
Board reporting a gain of 6% over 
the same period for last year. The 
mark also is the highest for the 
week since Nov. 15, 1947, when 
the index hit 380. 

All the districts reported gains, 
except the St. Louis area, off 2%. 
The Boston district was up 17%, 
the Cleveland and Dallas areas 
up 12%, and the Atlanta district 
registered an increase of 11°. The 
Chicago reserve district showed no 
change for the week from a year 
ago. 

Losses for the cities reporting 
to the board also were held to a 
minimum, with only four hitting 
the minus column: Oklahoma City 
was down 11%; St. Louis was off 


MOTION at the local level! 


Sell RICH, Responsive SOUTH DAKOTA 
BOTH RURAL AND URBAN* 


Only the South Dakota Dailies sell 85% of all the homes, both rural and urban! 
Yes, the South Dakota Dailies cover both markets ...and reach your pros- 
pects when they are relaxed and receptive. 


AT LOWEST COST 


The combined line rate of the South Dailies is approximately 25% less than : 
any other publication claiming coverage of this market. You get more cover- 
age, more response, and get it at a lower cost! 


dealer. It is the 


a: 


AT THE ACTION LEVEL 


Each of the locally-edited, locally-managed, South Dakota Dailies 
is a local salesman selling your merchandise through your local 
uses to reach and influence 


aA 1 


*No out-of-state metropolitan poper, no 
other medio, can claim the coverage or 
show the response thot your advertising 
will produce in rich, responsive South 
Dakota when placed in, and promoted by, 
the South Dokota Dailies. 


your 


his, AND YOUR, customers. South Dakotans read and respond 
to advertising in their local South Dakota Daily. 


SELL Rich Responsive South Dakota 
.-- and SELL it Best with the 


BOX 1278 


Comprise Six Locally 

Edited Newspapers Serving 

Markets of South Dakota... 

FOR COMPLETE, HELPFUL INFORMATION, 
WRITE TODAY! 


SOUTH DAKOTA DAILIES 


Managed and Locally 
The Six Primary 
Rural and Urban. 


HURON, SOUTH DAKOTA 


DEPARTMENT STORE 


’ SALES INDEX ~ 


1935.39 EQUALS 100 


Week to Nov. 10, 
Week to Nov. 11, 
Week to Nov. 12, 
Week to Nov. 13, 
Week to Nov. 15, 
Week to Nov. 16, 


‘S1* p363 
"50*..342 
"49*.318 
*48* 346 
"47* 380 
*46* 342 


— 


pPreliminary 
*Not adjusted seasonally. ] 


&, 


6%, and both Chicago and Mem- 
phis were down 1%. 

Leaders among the cities regis- 
tering gains were Augusta (up 
40% ); Wichita (up 28% ); Houston 
(up 27%), and Jacksonville, Prov- 
idence and Salt Lake City, all up 
24%. 


™ Change from 


Week Ended 
Federal Reserve Oct. Nov. Nev. 
District and City 7 3 16 
UNITED STATES 5 " 6 
Boston District . 4a 1 ri 
New Haven —3 12 
Boston —15 3 17 
Lowell-Lawrence 4 12 13 
Springfield 4 7 14 
Providence 15 & 24 
New York District 0 re 6 
Newar 2 8 10 
Buffalo i) a 3 
New York 1 r8 5 
Rochester 4 11 7 
Syracuse 3 r24 9 
Philadelphia District “ rs 4 
Philadelphia 2 3 4 
Cleveland District 4 18 kd 
Akron 5 21 4 
Cincinnati 10 11 14 
Cleveland 3 18 8 
Columbus 6 12 17 
Toledo -1 14 5 
Erie 4 17 10 
Pittsburgh 1 19 19 
Richmond District & rlé 8 
Washington 6 22 8 
Baltimore 15 2) 9 
Atlanta District 1 ria i 
Birmingham 30 2 1 
Jacksonville 24 10 24 
Miami —35 51 
Atlanta —& r6 5 
Augusta 36 ~SOr4l oe 
New Orleans 12 8 18 
Nashville 6 21 
Chicago District 3 1 ” 
Chicago 5 11 1 
Indianapolis 7 12 1 
Detroit —6 —1 1 
Milwaukee 13 10 8 
St. Louts District 9 ro —2 
Little Rock 13 19 ll 
Louisville 6 17 6 
St. Louis Area 10 17 6 
Memphis i) 19 1 
Minneapolis District 1-35 1 
Minneapolis 2 7 0 
St. Paul 2 4 0 
Duluth-Superior 9 r3 10 
Kansas City District to 13 6 
Denver 13 1 9 
Wichita 25 16 28 
Kansas City 15 16 8 
St. Joseph 9 10 11 
Oklahoma City 8 4 —l1 
Tulsa 10 14 9 
Dallas District 16 a) th 
Dallas 15 12 4 
E| Paso 11 4 10 
Fort Worth 16 25 9 
Houston 20 27 7 
San Antonio 17 27 1 
San Francisco District i" 7 7 
Los Angeles Area 7 7 9 
Oakland 2 5 6 
San Diego 13 4 17 
San Francisco 11 9 6 
Portland 5 1 4 
Salt Lake City 16 "9 24 
Seattle 17 6 4 
Speke ane 48 4 1 


rRev ised 


"Data not available 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don't Ignore It — SELL It! 


Cash in! Get 7 share of the h 15 
—— Negroy market Reach tan én s 


they feel closest to, respond best to! 
Negroes are loyal to their a 
be sure your product is in be su 
ou get your share of the market! "sis 
iilion! Negroes spend this much ev 5 At A 
year on ~— ~ ay ~—4 product! Don 
| Overlook. th market—it's right oaies 
your nose! For full — La Inter- 
1 Gaited — — wr 545 Fifth 
, & ng eset leading 
ee for over a decade 


“ONE: EXAMPLE: {25,*, publication, thet 


¢ cream of this 

rich ee, you can't beat the New Courier— 

read by 1,500, Negroes in 42 states each 

week. Color comics, magazine section, and news 

= help make it America’s most complete 
new: Tell the 


spaper. Negro—you'll sell 
tbe Nesro! Act now! 
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Better Wheels Were Needed 


As mule team freighters rolled back the frontier, expanding distances 
‘ ; 
brought the need for better, faster means of transportation. Today, a ee re 


thi is fill ; : : 
is need is filled by railroads, airplanes, ships, and the modern @ hienenoensendna talventitiie 


counterparts of the prairie schooner —trucks, tractors and trailers. ; Se ‘ 
consistent advertising in Business Week 


Many leading manufacturers of these automotive vehicles agree on 
one important point... the use of Business Week to sell their equip- ey 


=e -a ment to business and industry. Dodge Division, Chrysler Corp. 


REASON: These manufacturers know that Business Week reaches a 
highly concentrated audience of Management-men ... executives who 


Fruehauf Trailer Co. 


, i a Chevrolet Motor Division, 
make or influence buying decisions. They know that 90% of Business General Motors Corp. 


Week’s subscribers are general officers or major department heads 
International Harvester Co. 


..men who initiate, specify and approve company purchases of (Motor Truck Division) 


+ our products and services. 
Y P Studebaker Corp., The 


Trailmobile Co. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


33G WEST 42ND STREET, NEW YORK 18, N. Y. 


White Motor Co., The 


See 


A McGRAW.-HILL PUBLICATION 
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— Guide-Post Research Reveals Some of Its 


niin linia Survey Techniques to Radio, TV Executives 


DISPLA Pictu PirtspurGH, Nov. 20—Guide- Ackenheil, director of Guide-Post, 
ee = Post Research revealed to radio told the assembled executives 
TELEVISION © SLIDE FILMS and TV station executives here 
recently the results of four years ® In high income areas, the tele- 
of experimental and pilot surveys phone company reports telephones 
that it has conducted in as many as 95% of homes, 
Wide variations in listening to while in low income areas as few 


he individual stations were found as 65% of homes have telephones, 
when two telephone-coincidental- Mr. Ackenheil added 
\ type surveys were made in Alle- “Guide-Post Research makes its 
gheny County’s “dial area” (289,- sample selection on a random basis 
j ah - rea” W “ach exchange, on a quota 
| 000 homes) and its “toll area” Within eac 
complete facilities | 
' 


27 ' »-Post re- set by the number of homes in 
(127,000 homes), Guide-Post re 


. ar . » at exchange area, not the num- 
_— | ported. A similar study by income that exe > 
for outdoor displays | areas also showed considerable ber of telephones there,” he said. 
STUDIOS INC. creators of top award winners! | listening differences “Even this is not the complete 


should #™swer, for it fails to cover homes 
too poor to afford a telephone. 
Three types of automobile radio 
surveys were explained by Guide- 
Post. One, made in conjunction 


“Telephone surveys 
| never be made on a random sam- 


82 GAST StSt St, enw Yeak ple of numbers from the telephone 
; 51 -N } book, or a disproportionate num- 
of 601 N. FAIRBANKS CT. CHICAGO, ILL. DElaware 7-0400 1928 GUARDIAN BLDG. DETROIT | ber of families in the high income ; 
: with a transportation survey of 
areas will be reached and far too 

‘ how 1,500 drivers (male) traveled 
' few of the low economic level ond : 
lca : acancintneto hi = a ——— : . a to work, found that 35% of those 

homes will be surveyed,” C. F : he 
driving cars to work “usually have 
7 — a radio on.” The _ transportation 
yy portion of the study found that 
: “ 63% of those queried traveled to 


Oo Out of Hiding work in automobiles, 25% used 
(2) Persistence Pavs public transportation, and 10% 
¥ walked to work 
© Blanket Coverage 
4) Groucho Sent Me eA second auto tadio study, in- 
volving 2,000 representative 


homes, found that, in the previous 
24 hours, 39% of the automobile 
radios were in use at some time 
In this same survey, 61% of the 
automobiles were found to have 
radio sets (2° fewer sets than in 
those cars which are used to drive 
to work every day) and 92% of 
the auto radios were in working 
condition 

The average time auto radios 
were turned on (including those 
not turned on at all) was 32 min- 
utes per day 

Still a third study made by 
Guide-Post was a_coincidental- 
personal interview-type survey of 
auto radio listening, conducted at 
various heavy traffic points. In 
this study, 72 of those questioned 
had auto radios, of which one out 
of 14 was broken. In the period 
between 4 p.m. and 5 p.m., 29.8% 
of the cars in this survey had the 


| ken | , ‘ Pda i » radio on 

@ “Name trains” bring o “hidden” product out of hiding (2) Back in 1913, Community Silverplate started a ee Ee ee 

in this national campaign whieh undertakes to spark an new advertising campaign directed to the bride-age girl and independent stations showed 
7 industrial revolution by urging adoption of roller bearings featuring her favorite illustrator. There have been some stronger listening than network 
i " . , ase . . e fig 

for fremht ears. Prepared by BBDOO Cleveland for The small changes introduced from time to time. but the basic shows, based on comparative fig- 

7 res . »- Py . 
Punken Roller Bearing Company. copy combines interest plan has never varied. This persistence has been well re- ures that Guide-Post found in its 
rh | é : studies of home listening 
for the public with hard sell to railroads. Readership reports, warded. Community has today become not only the 


Among the other surveys pre- 
viewed at the meeting by Guide- 
Post was a study of actual sales 


letters. comments and orders show tt reaches both targets. bride's favorite, but America’s best-selling silverplate. 


Ls 


a » 
\ responsiveness, based on usage of 
a product by women listening to a 
sponsored program, compared 
with those who had not heard the 
program 
Unperturbed by comments 
questioning the “national recogni- 
tion of Guide-Post surveys,” be- 
cause of their local character, Mr 
Ackenheil said, “We are not con- 
cerned about national recognition 
because we are not fooling our- 
selves, as some do, that there is a 
‘national market’ for every prod- 
uct or service.” 


Serutan Appoints Livingston 
Norman §S Livingston, for- 
merly with Roy S. Durstine Ince., 
New York agency, has been ap- 
pointed director of radio and 
television operations of Serutan 
Co., Newark, and its affiliates 


k i § . | NBC 


© This advertising tor North star blankets — with its @ After his weekly rounds of questions. quips and ad libs, Nash Motors Boosts Brogan 
story-telling pictures and human-interest copy — has a par- funnyman Marx closes “The Groucho Marx Show — You Bet Nash Motors division of Nash- 


; od iene = ay Kelvinator Corp., Detroit, has O- 
Hieular appeal for the about-to-be-amarried, (Repeated surveys Your Life” (Wednesdays, NBC Radio; Thursdays, NBC-T\ moted E. B aon prrbonnck ae 
show that fleeev cloud-light North Starts the bride's favorite.) with. “Friends. go into vour DeSoto-Plymouth dealer's the car distributor at the central 


But -inee more than half of all blankets are bought as gifts. tomorrow, and when you do. tell “em Groucho sent vou.” office, to media manager 

; t= eratifving to report that the sertes is making a big hit The phrase has caught on. Dealers report more and more Laird & Co. to United 
Laird & Co., distiller of apple 
brandy and apple wine, has ap- 
PEP OP IOS a a f ’ . : we pointed United Advertising, New- 
BATTEN, BARTON, DURSTINE & OSBORN. INC. Advertising ark, to handle its advertising. 
NEWYORK © BOSTON © @UPFALO © CHIN ar + CLEVELAND © PITTSRURGH © MINNEAPOLIS. + SAN FRANCISCO © HOLLYWOOD © LO. ANGELES + DETROIT Outdoor, newspapers, magazines 
i and public relations will be used. 


3 with fond friends and relatives. toe motorists hail them with, “Groucho sent me!” 


x °.. hie on Pe eee CM = Di ee 
Bs ee 
; ee 

. 
t Pe =€6l 
4, ae 
of . 4 

~ 

‘im 

eS 

¥ yl’ ie 

> ile: 
Be ——— —_—_—_— —_—_ — —_—_—_—_—_—_—_—_—_—_—_——_—_—_———————— oe SS ' ie 
a | - Stiga oe ae / Zz 

t — LOR, ° ™ ng 
4 ? ; Tee « > S Pe 
7 —_ . . ill " oy 

. . ‘ _— aire ES : ¥ ah ) nm . pe 
Ve »: s a a te Oe nm E 3 x ! 4 - - 
A \ my oe sae WE 

4 ) : ret | K sz [ y ; ie 

a ; . e : ‘ 

; oa 

i 

’ 4 

ie! 

| 

a 

“ LF s - 

. : f i 

: , - 

An S +e Pee 

: ; - iG ys ig 

= . i 
F ae 

+ } | a — “4 

ee Noth s&s a ze 

: —™!/, . - s 

¥ es 1 % : P - ret i _ 

5 P ot Sas > eee f i My 

Fs, — (a d fe 

Us ke . ’ | wis 

; vad 

Fa a 

a8 : Sree 


23 
Advertising Age, November 26, 1951 


Prudential Agents, 
Company, Reopen 
Pact Bargaining 


Newark, Nov. 20—Negotiations 
were renewed Friday between | 
Prudential Insurance Co. of! 
America and the Insurance Agents | 
International Union (AFL), which 
have been attempting since Oct. 
1 in New York to work out a new 
contract covering 15,000 district 
agencies in 34 states, the District 
of Columbia and the Toledo-Bryan 
area in Ohio. The present con- 
tracts have been terminated by the 
union effective Dec. 1. 

On Oct. 19, the union suspended 
negotiations. Originally the union 
had asked for increases for dis- 
trict agents totaling $64,000,000 
per year, which would have in- 
creased the average agent’s weekly 
compensation by 72%; later, the 
union reduced its demands to about 
$37,000,000. Demands included 
higher commission rates, termina- 
tion pay, service bonuses, expense 
allowances, additional retirement 
and other welfare benefits, in- 
crease in minimum guaranteed 
pay and other compensation items. 

Prudential offered higher com- 
mission rates on certain policies | 
and to change the retirement plan 
to a non-contributory basis, retro- | 
active to Jan. 1, 1951. These pro-| 
posals would mean to the average 
agent $7.38 per week and a $150 
lump sum refund to this year’s 
retirement plan_ contributions. | 
Agents were also offered a plan| 
of four extra days off annually! 
in addition to present permissible | 
absences, an improved vacation 
plan for agents entitled to three 
or more weeks vacation and liber- | 
alized territory transfer privileges. 


without 


Directals Ads Extended 


Following individual city and 
territorial sales tests, advertising 
of Directals, a product of the Nor- 
wich Pharmacal Co., Norwich, | 
N.Y., is being extended to addi-| 
tional northeast sales territories. | 
Moser & Cotins, Utica, is the 
agency. 


Industrial Surveys Names 5 


Industrial Surveys Co. has ap- 
pointed Robert D. Kirkpatrick, 
Leslie E. Hughes and John F. Mil- 
liken executives in the Chicago 
sales and service office and Karl 
G. Gambell and Richard Aycrigg 
executives in the New York sales 
and service office. 


Two Dairies Name Zlowe 
Weissglass Gold Seal Dairy Corp. 
and Golden Seal Farms Inc. have 
appointed Zlowe Co., New York, 
to handle a new advertising cam- 
paign in the metropolitan area. 
Television will be included among 
the media used. 


Lamp! to Freund Agency 

Lamp! Fashions Inc., Cleveland, 
suit, dress-and knitwear manufac- 
turer, has appointed Morton 
Freund Advertising, New York, to 
handle its account. Abbott Kimball 
Co., New York, is the previous 
agency. 


George Walter Named V. P. 

George Walter, formerly general 
manager of Milwaukee Lace Pa- 
ives ey tyr Pa- It’s a farm market, the richest on earth. It’s a mass market, dominated by 


per Co., Milwaukee, where he will farmers. You can’t sell Mid-America 
direct all operations of the organi- 


i 


zation without the farmer—nor the magazine that 
a ‘ , 
Worrell i concentrates on him alone. 

Doremus Promotes Worre 

George D. Worrell has been sre-| 
moted to copy director in the New ; 
York office of Doremus & Co. He 
join -d the agency earlier this year, 
after having been with McCann- ' 
Erivkson, New York, for eight } 
= armer 


Benrus Appoints Drucker 


Benrus Watch Co., New Wy . 
has appointed Alan Drucker, or- 
merly with Paramount Pictures, — Ss 
to its advertising staff, where he 


ee | the richest Farm Market on Earth! 
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Collier's for Action 


CAB Gives Green 
Light to Overseas 


Air Coach Service 


WASHINGTON, Nov. 20—The Civil 
Aeronautics Board cleared the way 
last week for coach-type air serv- 
ice to haul thousands of Americans 
overseas next year 

In a letter to U.S. members of 
the International Air Transport 
Assn., CAB says it will permit a 
$265 one-way tourist fare to Lon- 
don, with a 10% discount on “on” 
season round trips and 25% on 
“off” season round trips. 

The board’s green light for in- 
ternational air coach comes within 
ten days of a decision calling on 
airlines to step up their promotion 
of domestic air coach service. 

In its earlier decision, CAB said 
coach service should be encouraged 
in order to bring air travel within 
reach of the “masses.” The board 
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said recent experiments with coach 
service demonstrate that low fares 
generate enough new customers to 
more than offset any business that 
is diverted from “first class” runs. 

The plan for extensive, low- 
cost transatlantic service will 
be discussed by International Air 
Transport Assn. at a meeting 
which begins at Nice, France, Nov. 
27. 
With a firm price figure from 
CAB, U.S. carriers will be in a 
position to induce other lines to 
join in the air-coach experiment. 

Pan-American said in a recent 
statement that transatlantic coach 
service may bring at least 50,000 
reservations next year. The com- 
pany says it has inquiries from 
students, church groups and others 
from all parts of the country 


Hosler Promotes Olson 

Hosler Advertising, Peoria, has 
promoted Marjorie Olson to media 
supervisor. 


A New Technique for Communicating Ideas 
m the field of 
Public Relations 


Communications has made faster strides in the field of 
employee and stockholder relations than it has in secur- 
ing basic understanding of business objectives by the 


general public 


Advertising is an important tool of public relations, but 


it should be far more important than it is. Advertising 
cannot be misquoted; it can repeat basic themes to any 
extent necessary. Why, then, isn’t advertising used more 


extensively for public relations objectives? 


Tradition seems to be the villain. Brand-huilding adver- 


tising long ago set the general format for advertising 
Experiments show that more words are needed to com- 
municate a set of public relations ideas than to establish 


a brand name 


The Atlantic's proposition is that public relations adver- 
tising works best when it offers to trade information for the 
It is, in eftleet, Publu 


reader's time. Interest advertising 


An “Advertorial,” the mame which the Atlantic has 


applied to this new technique, is a multiple-page paid 
advertisement following editorial forms, standards, and 
methods rather than those now associated with adv ertis- 
ing. Its outstanding characteristic will be completeness. 
The reader is allowed to participate in the conclusions 
rhetoric, 


This means plain speaking, free of emotion, 


and unsupported claims 


The first of these Public Interest advertisements 1 ppcars 


in the December Atdante, by the American Tron and 


Steel Institute 
duction capacity in the steel 


Much Steel Is Enough?” 


Any subject in which the public 


industry 


It is a complete factual report on pro- 


“How 


entitled, 


has an interest and of 


which a more complete understanding would be bene- 


ficial to all concerned is 


suitable for an 


Advertoria 


The editors of the Atlantic will pass upon the qualification 


of a piece of copy as a Publi 


Interest: advertisement 


The publisher will insure the standards of integrity in the 


presentation of the Advertorral which the magazine has 


insured editorially for many years 


All Advertorials wil! appear in the front of the magazine 


Phey will be introduced by a special editorial page on 


some tnportant phase of communication 


be sent by the Aflantu 


to a list of more than 


Preprints will 


7.500 key 


individuals in the fields of public information, govern- 


Regula: 


made on 


ment, and education 


restriction will be 
Publu 


tiser using other media 


reference to the 


rates apply, and no 


Atlantu 


Interest advertisement or Advertorial by the adver- 


This welding of the techniques of advertising and public 


relations has been needed tor 


a long time 


Csreat interest 


has been shown by all who were consulted while the idea 


was being developed. As the 


number of 


Advertorial 


which can be accepted is limited, please let us know if 


vou are considering the use 


well in advance 


To convince mature minds. use 


an Advertorial in the Atlantic 


ot one or 


more Advertortals 


Phe Atlantic will be glad to send a reprint of the American tron and Steel {diertorial 


or additional information about the Advertorial technique to those whe are interested. 


rue AllantiC soxrmy 
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Despite Extra Cost, 
TV News Programs 
Are ‘Potent’: McCall 


Cuicaco, Nov. 20—The added ex- 
pense of airing television news 
programs is justified because the 
potency of TV news makes it worth 
while, Frank McCall of NBC-TV, 
Chicago told the National Assn. 
of Radio News Directors at the 
association’s sixth annual conven- 
tion here last week. He estimated 
that TV news costs ten to fifteen 
times more than radio news at 
present. 

“A presentable TV news pro- 
gram will attract the audience,” 
he said, “the audience will then 
justify the extra cost of presenta- 
tion.” 

He predicted that airplane de- 
livery of TV newsfilm will be sup- 
planted by a multiplex coaxial 
cable system. Under this setup 
newsfilm is sent from one city to 
another instantaneously over the 
cable and is either aired immedi- 
ately at the receiving station or is 
recorded on kinescope film for 
later projection. 


@ The question of incorporating 
“television” into the association 
name was brought up during the 
convention, but after much dis- 
cussion the delegates voted to 
maintain the present name. The 
convention agreed to name a com- 
mittee which will puzzle over the 
problem and try to come up with 
an answer at the 1952 meeting. 

New officers elected by the as- 
sociation are Jim Bormann, WCCC, 
Minneapolis, president; Tom Eaton, 
WTIC, Hartford, Conn., v.p., and 
Sheldon Peterson, KLZ, Denver, 
re-elected treasurer. The members 
of the board of directors elected 
for three year terms are James 
Byron, WNAP, Fort Worth; Mort 
Linder, WSBT, South Bend, and 
Russ Van Dyke, KRNT, Des 
Moines. Elected for one year terms 
are: William Ray, NBC, Chicago, 
and Orrin Melton, KSOO, Sioux 
Falls, S. D. 


Buffalo Adclub Gives Awards 

The Greater Buffalo Advertising 
Club has given Nicholas W. Ball, 
Nick Ball Lighting Co., an award 
as “showman of the year” for his 
chairmanship of the club’s 17th 
annual Industrial and Advertising 
Exhibit. Prize winners in the ex- 
hibit’s agency and industrial di- 
visions are: Agency section: Hor- 
ace A. Laney, first prize; Comstock 
& Co., second; and Ellis Advertis- 
ing; Baldwin, Bowers & Strachan, 
and Batten, Barton, Durstine & 
Osborn, honorable mentions. In- 
dustrial section: J. P. Straubinger 
Construction Co., first; Barcalo 
Mfg. Co., second; and Bison Elec- 
trical Co.; O-Cel-O Inc., and Lin- 
coln Storage of Buffalo Inc., hon- 
orable mentions. 


Fair Promoted in Canada 

A campaign for the 1952 British 
Industries Fair, to be held in Lon- 
don and Birmingham, May 5-16, 
has been launched in Canadian 
daily newspapers, financial papers 
and business management papers, 
consisting of 1,500- and 600-line 
copy. The variety of British mer- 
chandise on display and available 
to the Canadian market is stres- 
sed. Walsh Advertising, Toronto 
is directing the promotion in Can- 
ada. 


Bostelman Joins Relin 

William T. Bostelman, formerly 
news editor of Automotive Indus- 
tries, published by Chilton Co. 
Philadelphia, has joined Bernarc 
Relin Associates, New York, pub 
lic relations agency 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


since 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 
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Says J. M. CLEARY Vice President 

ROCHE, WILLIAMS & CLEARY, INC. Pe. 
, I can find time to read thoroughly & 


only a few of the many fine 


. 
I 


publications that I know would 
JAMES M. CLEARY 


be enjoyable and profitable. 


After graduating from the Northwestern Law School, oc 
Mr. Cleary served the Chicago Tribune as a reporter , 
° and editor, and then managed Radio Station WGN. % 
; ADVERTISING AGE, however, is a must because After holding several other pontevccne-th positions, he i 
became Vice President of Roche, Williams & Cleary at 
the end of 1933. He serves a distinguished list of ac- 
counts, but has found time to engage in many govern- 
mental and public service activities: He was elected a 
Trustee of the University of Illinois in 1936, and served 
= as President of the Board in 194] and 1942. He was < + 
. Chairman of the Chicago Committee for United China 4) 
mighty good one!” Relief from 1942 to 1944. Later, he created a branch in 
the War Department for settlement of terminated war 
contracts in 1943, and he served as a Consultant until 
| 1945. In addition to holding several other positions, he 
i was Consultant in 1948 to the Economic Cooperation 
Administration, and is presently Chicago Co-Chairman “Ah 
of the National Conference of Christians and Jews. ‘ 
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HATS THIS NEW 
"FILTER TECHNIQUE © 
MACFADDEN USED IN THEIR 
CINCINNAT! SURVEY 7 
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Radio Networks 
Lose Insurer, 


individual 
agencies. 


producers, programs 


and advertising 


| Broadcasters Organize 
Utah and Idaho radio men have 
formed state broadcasters asso- 
ciations. Officers of the new Utah 
4 State Broadcasters Assn. are C. 
1C no er Richard Evans, general manager 
of KSL and KSL-TV, Salt Lake 
. . City, president; Arch Webb, man- 

Nov. 21-—Having . Pay, 

ager of KVOG, Ogden, v.p., and 
been dropped by Massachusetts | fy} Stendea. KALL. Salt Lake 
Bonding & Insurance Co., which | City, secretary-treasurer. Officers 
has insured them against the legal | _ 


NEw YorK, 


of the Idaho Broadcasters Assn. 
are Earl Glade Jr.. manager of 
KDSH, Boise, president; Henry 
Fletcher of Pocatello, v.p., and 
Mrs. Florence Gardner of Twin 
Falls, secretary 


DAV to Owen & Chappell 


Advertising for the Disabled 
American Veterans Service Foun- 
dation of Washington and New 
York, the fund raising arm of the 
DAV, has been transferred from 


Cc. L. Miller Co.. New York, to 


hazards of broadcasting for sev-| 
eral years, the major radio net- 


works have made stop-gap ar- 
rangements with another com-| 
pany | 


Like the Massachusetts Bonding | 
policy, which gave broadcasters 
protection against suits involving | 
such things as copyright, plagiar- | 
ism and invasion of the right of 
privacy as well as libel, the new 
policy is asblanket one, according 
to Cecil Davis of Hagedorn & Co., 
insurance broker and agent for 
Massachusetts Bonding. It calls for 
a higher premium than the old! 
one | 

Since it is a temporary arrange- 
ment, Mr. Davis declined to re-| 
veal the name of the company 
which provided the new policies 
for the networks whose policies 
have already expired 


@ The unwillingness of Massachu- 
s@tts Bonding to continue insuring | 
American Broadcasting Co., Co- 
IWmbia Broadcasting System, Mu- 
tYal Broadcasting System and) 
‘National Broadcasting Co. was | 
S@id to stem from the networks’ | 
ifcreaséd programming activities, 
Which increase the hazard for the| 
igsurance company | 

Insurance experts also believe | 


i. company “decided to draw in | 
if horns’ because the loss expe-| 
periences of all casualty companies 
-—sautomobile, workmen's compen- 
Sa@tion, as well as radio—in recent 
months has made it fearful of the 
f@ture. In California in particular | 
there have been judgments 
aWarded which shook the insurance | 
bRsiness. Notable was the $800,000 


verdict won by producers Mas- 
térson, Reddy & Nelson against} 


KLAC-TV. Los Angeles, for} 
plagiarism. This reportedly ended | 
im an out-of-court settlement of | 
$50,000 | 

Massachusetts Bonding, mean- 
while, continues to provide insur- 
ance covering broadcasting risks | 
for several stations, independent 


Engineering Firm V. P. 


R. P. Westerhoff has been elected 
viee president of Ford, Bacon & Davis, 
Inc.. New York, engineers and = con- 
structors. He is one of 365,024 daily 
Wall Street Journal readers from coast- 
to-coast. To reach men whe are step. 
ping up in business, advertise in Amer- 
ica’s Only National Business Daily. 
(ADVERTISE MENT) 


- 


Los Angeles’ 


evening 
BIG * NEWSpaper! 


Seiniveliie 


Advertising Age, November 26, 1951 


Owen & Chappell, New York. No|1. The company recently named 
definite plans have been an-|Grey Advertising, New York, as 
nounced, but it is expected that the | agency for its R.D.X. tablets af- 
new agency will continue the|filiate. Roy S. Durstine Inc., New 
newspaper and magazine puzzle| York, is the present agency. Some 
contests which DAV has used suc-| time ago the Bruck agency han- 
cessfully for the past four years. dled the initial advertising for 
Serutan. 


een Sapte Sent ‘BW’ Transfers Hartshorne 


Serutan Co., Newark, has ap- . s 
pointed Franklin Bruck Advertis- John Hartshorne, with Business 
ing, New York, to handle promo-| Week in Washington, has been 
tion for Serutan, Sedagel and| transferred to Boston as New Eng- 
Journal of Living, effective Jan.| land manager. 
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‘Our World’ Readies Study of Negro Market 


New York, Nov. 20—Our World 


determine the position of Negro southern states, 


country’s Negro population 


The data are now being proc- 
Publishing Co. has just completed | essed and will be released later 
the first of a continuing series of by John P. Davis, publisher of Our 
studies on the urban Negro market. World. Nearly 3,500 families, rep- 
Although undertaken primarily to resenting 14 northern 
were questioned 
magazines in the market, the sur- in the study, which was conducted 
vey also provides up-to-date in- by Dr. Raymond Franzen under 
formation on the buying habits the supervision of the Media Audi- 
and brand preferences of this ence Group. Breakdowns will be 
made geographically and by sex. 


Competitively, the figures meas- 
ure Our World on the basis of 
“confirmed reading” against Ebony 
and Color and against eight lead- 
ing mass magazines 


Miss Weimer Joins Hogan 

Lee Ann Weimer, who has been 
on the radio production staff of 
Schwimmer & Scott, Chicago, has 
been appointed to the staff of 
Frank J. Hogan & Associates. She 
was with Schwimmer & Scott for 
six years. 


Clymer Purchases 
‘Automobile Topics’ 


Los ANGELEs, Nov. 20—Clymer 
Publications here has purchased 
Automobile Topics, Detroit, month- 
ly trade publication covering activ- 
ities of motor car manufacturers, 
car dealers, jobbers and accessory 
concerns 

Al H. Ward, former publisher of 
the magazine, and Jack White, 


in which to move 


merchandise 


SoME NEWSPAPERS may cover “Stickville” like 


a blanket, but we concentrate our circulation in the 


Los Angeles ABC City Zone. (In population it exceeds 


corporate Philadelphia; in retail sales it exceeds the 


cities of Philadelphia and Cleveland combined!) In 


this population- packed ABC City Zone we lead by 


thousands of circulation daily! 


Wise advertisers seek volume where 


volume exists. 


That's why 


nise advertisers choose the... 


D-EXPRESS 


LY BY MOLONEY, REGAN and SCHMITT, 


INC. 
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editor, will remain with the Clym- 
er organization, which is headed 
by Floyd Clymer, who also pub- 
lishes the “Official Indianapolis 
Race Yearbook,” and conducts a 
new car owner's survey and test 
report monthly for Popular Me- 
chanics 

Future plans for Automobile 
Topics include the addition of spe- 
cial features and a world-wide 
coverage of the automotive field 
Changes in format are also con- 
templated, Mr. Clymer said 


| Burns Co. Appoints Pill 

Jack M. Pill, advertising and 
sales promotion manager of Chat- 
lin’s department store, Norristown, 
Pa., has been appointed advertis- 
ing and sales promotion manager 
of Judson C. Burns Co., Phila- 
delphia appliance distributor 


_WHAS Appoints Hugh Dunbar 

WHAS, Louisville, has appoint- 
ed Hugh R. Dunbar, formerly 
commercial manager of WKIC, 
Hazard, Ky., to its radio sales de- 
partment. 


| 


the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT. 
IN YOUR LAP 


° 
-- e?. 


CIRCULATION 427,897 


ABC. Publisher's Stotement, Morch 31, 1951 
MAKE SURE YOUR ADVERTISING 
SCHEDULE IS ADEQUATE 


TORONTO 
DAILY STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG, MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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Paul West Elected to Board: 
John Kirby Joins ‘Vision’ 


Paul West, v.p. and general 
manager of Vision, Spanish lang- 
aage Latin-American news mag- 


azine, has been elected to the 
board of directors. At the same 
time, the magazine announced the 
opening of a Cleveland office in 
the National Bank Bldg. as part 
of a general advertising staff ex- 


COLOR PRINTS 


From your ectork a or transparencies 
* Rebbit Color Prints 
* Reinbow Prints, REDEX 
* Peacock Color Prints 
Thomas 8B. Noble Associates 
270 Pork Avenue, New York 17 
Telephone MU 8-009! 


pansion 
New 
charge 

John 


Paul R. Green of the} 
York advertising staff is in 


ing manager of the international | 


editions of Newsweek, has joined | 
ine advertising staff. A graduate | 
of the University of Notre Dame, 
Mr. Kirby has lived in Latin Amer- 


Advertising Age, November 26, 1951 


Rockaway Playland Plans to Stay Open 


Rockaway, N. Y., Nov. 20—Op- 
| eration Snowball—which aims to 
turn a summer playground into 
a winter wonderland—is now get- 


ica for 12 years and was at one’ ting into high gear at Rockaway’s 


time assistant advertising mana- 
ger of both Trans World Airlines, 
Kansas City, Mo., and American 
Airlines, New York. 


Brand Joins Lewis Clothiers 

Lewis Brand, formerly in charge 
of direct mail for Wurzburg Bros., 
Memphis, has been appointed ad- 
vertising manager for Julius Lew- 
is Clothiers, Memphis 


3th —gpeMien pv. 


“ led splisnes) 


LUBBOCK «: 


Avalanche-Journal 
ABC eer} 46, 000 


~~ TEXAS eany vas LEAGUE, INC. 


Playland, million-dollar outdoor 
amusement park on the ocean front 
here. 

Playland, which draws perhaps 
25,000,000 fun-seekers between 
early spring and Labor Day (AA, 
April 16), is seeking to add sub- 
stantially to that figure by re- 
maining open on Saturdays, Sun- 
days and holidays throughout the 
winter months. 

Mufflered winter visitors are ex- 
pected to be lured by small space 
ads in the New York News and 
the Long Island Daily Press, cards 
in about 900 buses, three-sheets on 
Long Island Rail Road stations and 
subway stations—about 750 loca- 
tions in all, and cards in every 
other subway car 

Playland officials 


also expect 


Kirby, formerly advertis- All Winter; Ads Go on 12-Month Basis 


their commercials on WNBC and 
WNBT to be crowd-pullers. Each 
weekend the stations will carry 
one radio and three TV commer- 
cials for the amusement park. Ehr- 
lich & Neuwirth, New York, is 
Playland’s agency. 


@ In its April 16 story on Play- 
land, AA reported: 

“As a seasonal operation, Play- 
land must begin its advertising and 
publicity promotions each spring 
on the assumption that New York- 
ers are unaware of the park—or 
at least that they’ve forgotten it 
during the long winter hiatus.” 

Now, however, with Operation 
Snowball under way, Playland is 
planning to change from a sea- 
sonal to a year-round advertiser. 
Expectations are that current ad- 
vertising and publicity appropria- 
tions will be reshuffled to a 12- 
month basis. The appropriations 
will be boosted—if the anticipated 


PURCHASING AGENTS CAN LOCATE 
YOUR PRODUCT AND YOUR NAME QUICKLY 


Purchasing agents certainly know how 


to save time. 


They look in the ‘yellow pages’ of the 
telephone directory . 
buying information about suppliers of 


industrial equ 
That’s why 


of heavy goods to use Trade Mark Serv- 
ice in the ‘yellow pages’. The trade-mark 
or brand name is displayed over a list 


of local distributors or agents together 


with their addresses and telephone 


.. when they want 


ipment and services. 


it pays the manufacturer 


FOR FURTHER INFORMATION, CALL YOUR LOCAL 
TELEPHONE BUSINESS OFFICE OR SEE THE 
LATEST ISSUE OF STANDARD RATE AND DATA 


numbers. The service can be bought in 
directories wherever prospects, custom- 
ers and outlets are located. 


Trade Mark Service helps pinpoint 


attention of purchasing men on your 
brand, outlets and other information as 
they use the ‘yellow pages’ to look for 
sources of supply. 


business materializes. 


8 “Things look good,” said Rich- 
ard L. Geist, director of public re- 
lations for the park. “On a recent 
cold Sunday, when the tempera- 
ture hovered in the low 30s, we 
had a fine turn-out. And the peo- 
ple were having so much fun they 
didn’t seem to pay much attention 
to the cold.” 

Operation Snowball is aimed 
primarily at the youngsters. (But 
parents, of course, take them to the 
park.) The kiddie ride section of 
Playland is open—with five new 
rides to be added in the next few 
weeks. Only three or four “grown- 
up” rides are in operation in the 
cold weather. Another kiddie-lure 
is an exhibit area, where the chil- 
dren see Hallowe’en, Thanksgiving, 
Christmas and other holiday and 
seasonal displays. 


s But parents coaxed away from 

a warm fireside will be glad to 

know that by Jan. 16 the park will 

have reopened its penny arcade— 

a closed-in, roofed area where in- 

cipient cases of frostbite can re- 
| tire to thaw out. 

In case of snow, Playland has 
| plenty of, shovels on hand and at- 
| tendants will clear the fairly com- 
| pact kiddie ride area and make 

paths leading to the penny arcade 
—if the customers come out. 

As it looks now, snow rides may 

| be next on the Playland agenda. 


Oldsmobile Promotes Seaton 
| to Sales Promotion Manager 


Morgan J. Seaton, with the 
company since 1930, has been pro- 
moted to sales promotion manager 
of Oldsmobile 
division of Gen- 
eral Motors 
Corp., Lansing, 

Mich. He suc- Me 
ceeds Frank 
Frost, who has 
been made Olds- 
mobile zone 
manager in Chi- 
! cago. Succeeding 
Mr. Seaton as 
assistant sales 
promotion man- 
ager is Thomas 
A. Chevako, manager of the or- 
ganization and analysis depart- 
ment. 

Born and educated in Detroit, 
Mr. Seaton originally joined Gen- 
eral Motors as a chart maker, and 
in 1933 he transferred to Oldsmo- 
bile as an art layout specialist in 
the sales promotion department. 
Later he served as assistant adver- 
tising manager, district manager 
in Detroit and assistant zone man- 
ager in Charlotte, N. C., before be- 
coming assistant sales promotion 
manager. 


Morgon J. Seaton 


Krebs Joins Sarra Inc. 

Clyde L. Krebs Jr., formerly 
an associate partner in Phillips 
Associates, Chicago sales training 
consultant, has been appointed to 
the sales and film planning staff 
of the Chicago office of Sarra Inc.. 
producer of commercial and in- 
dustrial training films and slide- 
films. Mr. Krebs for two years 
was lecturer in sales training at 
Northwestern University, on both 
the Chicago and Evanston, IIL, 
campuses and later lectured on 
sales at the Illinois Institute of 
Technology, Chicago. 


Starts Christmas Push 


Frank G. Shattuck Co., New 
York, has begun its annual Christ- 
mas promotion for the Schrafft’s 
stores. This year the theme, “Step 
out with Schrafft’s for a merry 
Christmas,” is built around a San- 
ta Claus boot, now featured in all 
Schrafft’s stores. A special catalog 
listing more than 100 different 
gift items will be _ available 
Thanksgiving Day. Newspaper in- 
sertions, five-columns and other 
space, will break in metropolitan 
dailies early in December. Ads are 
placed direct. 


McFadden Leaves Malone 


D. B. McFadden, media direc- 
tor and manager of operations of 
Norman Malone & Associates, Ak- 
ron agency, has resigned to open 
a private law practice in Akron. 
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SHORT COPY . . . sharpens appetites | 


sragpegees- 


4 =< ovcos' - = Sones ad 


“LANDMARK FOR HUNGRY AMERICANS: 


eee ewe wee ee eee eee OCtdoc : . ee 
eee ewww eee eee eee id eee Ja 
s eee eee | ee eee eeeeeeeeeee eee) Pa id 
' 
] 
cae ‘eal. 
a: For many vears outdoor advertising has been our number one medium in 
promotng Howard Johnson's famous tce creams and restaurants. Strong daily 
: reminders at low cost per thousand have helped make the orange root and 


cupola a Landmark for Hungry Americans 


Lactay Peelheorn — 


Vicror Nr&Lson 
ia ! / 
HOWARD DD LOHNSON COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 

serving one-fifth WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO INC 

ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. + E. A. ECKERT ADVERTISING CO 

of the nation's PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

consumers SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO ° C.€&. STEVENS CO 

wie CONSOLVO ADVERTISING CORP. * LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 
AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 
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KPMO Appoints Pete Lombardo 


Pete Lombardo, formerly 


an- 


nouncer and dise jockey for KOCS, 
been 


for 


Ontario, Cal., has 
sales representative 
Pomona, Cal 


appointed 


KPMO, 


BSF&D Erects New Building 


Brooke, Smith, French & Dor- 
rance, De jit and New York agen- 
cy, has begun erecting a building 
at its Detroit address which wili 
triple its prewar office space 


N 


You ine 


Call us f 


Mf you still think 
THERE AIN'T NO > 


has solved the problem of producing top-qual- 
ity animated film-spots, titles, openings and 
closings, at big savings to TV advertisers. 


33 yeor’s experience in making trailers for 
the theatre industry has taught us how to put 
punch in TV film spots and do it at a saving of 
25 per cent or more to you! 


1335 S.WABASHAVE. | 


_SECH ANIMAL . ? 


ea glenennt surprise coming! FILMACK 


r quotation m your next TV film 


spot 


tHmack 


STUDIOS 


CHICAGO 


Be : i Tia 
Advertising Age, November 26, 1951 
tives. Edward C. Lapping, execu- 


Midwest Newspaper Promotion Men 
Told How Editors Should Cooperate 


Cuicaco, Nov. 20——The two-day 
central region meeting of the Na- 
tional Newspaper Promotion Assn 
got off to a bang-up start at the 
Edgewater Beach Hotel here 
terday morning with a circulation 
director, a Sunday editor 
trade publication writer 
with the care-worn but admittedly 
timeless subject of editorial 


ves- 


and a 
hasseling 


pro- 

motion 
Arthur 

of the 


Hall, circulation director 
Chicago Daily News, 
scribed the importance of edi- 
torial and circulation department 
cooperation they affect 
lation aver 

“Without 
intelligent 
these 


de- 


as circu- 
ages 

an understanding 
cooperation 
two departments,” 
“no newspaper will ever 
maximum sales 
best newspaper 


ana 
between 
he said, 
reach its 
potential The 


in the world, not 


Prominent Users of Strathmore Letterhead Papers: No. 96 of a Series 


Out of Nature's Raw Materials 


oe Ol ALITY for Industry 


L 


ft one of the 

Mex-R-Co plants, 

a huge power press 
everting over 

2500 pounds 

pressure per 

square inch — 

molds the 

om pany's 

standard-size 


hirebrick 


The citv of Mexico, in the heart of Missouri. is central to some of the 


world’s finest deposits of natural fire clays. Out of these clays the 


Mexico Refractories Company makes matchless firebrick, of every 


sort. for every purpose — brick to hold boiling molten steel, to cradle 


reacting chemicals, to line the furnace of a man’s home. 


Mexico Refractories has set itself the slogan and the objective 


Refractories” 


moder no screnee 


mans work 


matter in anal 


Out of man’s it 


a high level. In paper, 


letterhes id 
paper an ack 
to another, 


Your 


and has worked with the 


best resour 


to achieve them. A hard business. 


most supernatur al manner, 


iwenuity, we have le 


as in firebrick. Americans se 


nowledement of contidence 


business is retiected in 


from one 


setter 
ces of nature and 


in every sense: a 


producing the power behind power, utilizing natural 


sarned to refine our natural gifts to 
“ek quality. For its 


. the Mexico Refractories Company has chosen Strathmore 


great craftsman 


With 


pride in your your letterhead, 
Strathmore. you cannot go wrong — in taste, in quality or in the im- 
pression vou create, 
Strath e Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
h Sirsundve Gviliiene, Bey Path Bond. Strathmore Wrisiag, Seruthmere Mand 
Ty pes to match converted by the Old Colony Envelope Company, Westfield. Mass 


\ 
| 


(Tl 


WOKE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 


properly promoted, sold and dis- 
tributed. may well show lower 
circulation figures than an inferior 
competitor.” 


® In the working together of these 
two departments, the editorial side 
has certain contributions to make, 
he pointed out. Among them 


1. Particular thought should be 


given to the selection of Page 1 
stories and headlines 
2. The circulation department 


should be “flashed” immediately 
when any big news breaks 

3. It should be notified when 
stories affecting a particular geo- 
fraphic area are going to appear 

4. Notice should be given to the 
circulation department of future 
appearance of feature articles, 
books, stories, ete., including new 
comics 


9. Create cross-promotion stories 
between daily and Sunday editions 


of the paper 

Mr. Hall also had some sugges- 
tions for the circulation depart- 
ment in its cooperation with the 
editorial staff 

1. Get and pass along reader 
reactions 

2. Be alert to local news stories 

3. Be able to judge the merits 
of new features by having an es- 
tablished testing method available 

4. Watch circulation trends and 
“shout” for editorial help if needed 

5. Suggest stories and coverage 
In areas where sales need strength- 
ening 
@ A. M. Kennedy. Sunday editor of 
the Chicago Tribune. told the pro- 
motion men that for effective pro- 
motion the editorial department 
must indicate the audience it 
wishes to reach. The Tribune has 
found, he asserted, that there is a 
right time for promotion: promo- 
tion in certain seasons vields a 
much higher return in reader (and 
new reader) interest than the 
same promotion of the same ma- 
terial brings at other times 

He declared that the circulation 
department should be depended 
upon to tell when the time is ripe 
for launching new features to at- 
tract the new reader as well as to 


build up readership of subscribers 

Editor & Publisher's 
Brandenburg 
lights of his 2 
reporting 
perience 


George 
the high- 
0 years in newspape1 

and on that ex- 
pointed out that there 
the need for both circulation pro- 


recounted 


based 


is 


motion, to sell more newspapers, 
and editorial promotion, to sell 
more interest in the 


paper 


8 To meet the 
vision, Mr 
that it is not enoug 
clude a of the television 
the paper and 
advertising department 
ers and 
TV 

Circulat 


editors 


competition of tele- 
Brandenburg warned 
th merely to in- 
log pro- 
help the 


sell deal- 


ads offering 


grams 


in 
bigger better 
sets 

ton 
build better 
atuned to 


men must help 


the 
and sharper 
present-day 
Papers 
impor- 
attract 
viewers 


papers 
thinkir 


ing habits, he said 
ot 
which 
among TV 


want to read 


need to cover telecasts 


tant news events 
interest 
will 


pro 


Wade 


who also about 
sucn 


He 


tertainment programs warrant cri- 


{rams 


suggested that television en- 


tical comment from newspapers 
the same as movies and the thea- 
te! 

8 At Monday's luncheon meeting, 
following a report by Clarence 
Harding, president of the National 
Newspaper Promotion Assn. and 
public relations director of the 
South Bend Tribune. in which he 
summed up the objectives of the 
NNPA and the success the group 
has met in attaining these objec- 


tive editor of the Chicago Herald- 
American, stressed the importance 
of the role promotion men play in 


the newspaper picture. 

The newspaper promotion man 
must cover all aspects of his prod- 
uct, Mr. Lapping said, and this 
means it isn't enough to coat 
along on current operations. Rea 
ers must be told, over and ov 
again, in new, old and all wa 
that the paper has many featu® 
all good, all important 

Let the public know the paper's 
objective, he said, always with this 


underlying thesis: “This yeu will 
like.” And keep informifg the 
customer of the paper's ‘service 
characteristics. Look at every idea 
and piece of promotion with one 
thing in mind—will this sell he 
concluded 

® Monday afternoon's session, de- 


voted to circulation promotion, 


featured Arthur Daniel, circula- 
tion director of the Atlanta Jour- 
nal and Constitution and v.p. of 
the International Circulation Man- 
agers Assn., and a discussion of 
the topic led by Carl Himmelman, 
of the Cleveland Piain Dealer, and 
Joseph Lynch, of the Grand Ra- 
pids Press 

Mr. Daniel asserted that the 
promotion department has a big 
job in keeping faith with the pub- 
lic and in keeping the public's 
faith in newspapers. He ilso 
pointed out that mass distribution 
of newspapers requires an educa- 
tion level be maintain enable 
people to read new’ apers. Next 
to selling the newspaper, Mr 
Daniel feels, the importance of 
the circulation department is in 
LivIng service to reader 

The discussion following was 
given over to a promotion men’s 
catharsis, in which members of the 
audience presented two-minute 
summarie of idea and promo- 
tions used by their respective pa- 
pe 


Lockwood-Shackelford and 
Hixson & Jorgensen Merg* 


Lock wood-Shackelfo: ‘« An- 
geles and San Fran e-ncy, 
has merged with Fix & Jorgen- 
sen, Los Angeles: the new com- 
pany Is to be known as Hixson & 
Jorgensen Inc. Russell N. Lock- 
wood, formerly president of 
Lockwood-Shackelford, will  be- 
come av. p. In the new agency 

It is expected that the merged 
agency soon will centralize its ac- 
tivities at the present lockwood- 


Shackelford address, 
ly Blvd., Los Angeles, 
Lockwood agency e 
ing three ve 


2001 Bever- 
where the 
rected a build- 
503 


irs ; 


Ie 


Filmotype Machine Bows 


Filmotype Corp., Chicago, hi: 


ais 


put on the market new equipment 
for preparing tynme*4roofs for pho- 
tographic reprod! tion’ The ma- 
chine is a ploterraphic typeset- 
ter which pro* proofs in all 
type styles faces from 10 pt 
to 144 pt. from film negative 
strip containing all the charac- 
ters of a particular style and size 
More than 30 film fonts at a time 
can be inserted in the machine for 
flexible intermixing of stvles. The 
machine is signed for use by 
lithographer tvpographe art 
Studios and othe 3 engaged in the 
preparation of pi d matter. The 
company’s ac 60 W. Su- 
perior St 


( 


NBC Signs Po Bowl Games 


Negotiation have been com- 
pleted by the-Los Angeles News- 
paper Publisjers Assn. the Na- 
tional Football League and Na- 
tional Broadcasting Co. for tele- 
Vision and radio rights for two 
years to the annual All-Star Pro 
Bowl game, the next game to be 
held in the Los Angeles Memorial 
Coliseum, Saturday, Jane 

n.. EST. Television rig!. ‘ 
game exclude televising in the Los 
Angeles area. The game is spon- 
sored by the Los Angeles + ‘blish- 


ers in behalf of various 
sponsored by the Los Angeles nret- 


ropolitan newspapers 
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Advertising Age, November 26, 1951 


Inflation Can Be 
Controlled, Folsom 
Tells Sales Execs 


New York, Nov. 19—Inflation 
1 be controlled if defense spend- 
can be leveled off at $57 billion 
the end of this fiscal year, 
ion B. Folsom, chairman of 
Zommittee for Economic De- 
‘ ment, told members of the 
Executives Club last week. 
Mr. Folsom, who is also treasur- 
er and a director of Eastman 
Kodak Co., said the country faces 
three m jor problems. It must in- 
crease its military strength, main- 
tain econcmic strength and free- 
dom, and, in cooperation with 
other countries, win the peace. 
Warning that government spend- 
ing will increase in the next six 
to eight months, he urged that the 
fight against inflation must be 
waged more vigorously. In this 
connection, he said he would like 
to see a reduction in government 
spending for non-defense purposes. 


® Taxes will be difficult to raise 
in 1952, he said, because it is an 
election year. If there is no drop) 
in federal expenditures, he said.) 
the government may have to resort | 
to some form of deficit financing 
Additional revenue, he suggested, 
could be raised by adoption of a 
5% sales tax such as CED has 
recommended. 

A new CED committee is being 
set up tr » ways and means of 
implementing the so-called Point 
4 program to improve conditions 
abroad. Gardner Cowles, president 
of the Des Moines Register and 
Tribune and of Cowles Magazines, 
will be chairman of the committee, 
Mr. Folsom said. 

Four new members have been 
elected to the CED board of trus- 
tees, Mr. Folsom also announced. 
They are Frank Altschul, board | 
chairman of the General American | 
Investors Corp., New York; Paul | 
L DPavies, president of Food Ma- | 
ch.. y & Chemical Corp., San! 
Jose, Cal.; Miss Dorothy Shaver, 
presi ‘ord & Taylor, New 
York; anu "viam C. Stolk, presi- | 
dent of American Can Co., New | 
York. 


Garrett Sets ‘52 Ad Budget 


Garrett Corp., Los Angeles, has 
announced the largest advertising | 
program in its history for 1952, | 
with expenditures increased 80% 
over the previous year. The bulk | 
of the budget is allocated to AiRe- 
search Mfg. Co., Los Angeles, the 
companv’s ' sest division, for 
purposes of disseminating infor- 
mation on the latest developments 
in the field of aircraft components. 
In all, 75% of the advertising 
funds will go to aviation trade and 
general consum*r publications and 


25% to pre,..u.. + of handbooks 
and sales litere:urc. J. Walter 
Thompson Co., * York, is the 
agency. 


Esquire Inc. Appoints Two 

Esquire Inc., Chicago, has ap- 
pointed Norman L. Aronson, for- 
merly retail advertising repre- 
sentative of the Washington News. 
Scripps-Howard dai'' manager of 
the “Talking Shop” ‘ction of Es- 
quire and David .. Jones, former- 
ly advertising vager of Ameri- 
can Television icago manu- 
facturer of te. n receivers, 
to the western ad\rtising staff of 
Coronet in Chicago. 


Seelig & Co. Gets Account 
The Ark Inc., St. }.ouis, manu- 
facturer of plastic products, has 
appointed Seelig & Co., St. Louis, 
to handle its advertising. National 
spot radio, newspapers and farm 
magazines will be used. 


~oberts & Reimers 


Burns-Martin Co., Boston men’s 
clothing manufacturer, has ap- 
pointed Koberts & Reimers, New 
v handle its advertising. 
.. well Sackheim & Co. is the 
grevious agency. ' 


Daly Joins Owen & Chappell 

James B. Daly Jr., with Geyer, 
Newell & Ganger, New York, for 
the past eight years, has joined 
Owen & Chappell, New York, as 
media director. He replaces Harry 
Torp, who has joined W. Earl 
Bothwell Inc., New York, in the 
same capacity. 


Telepix Offers TV Spots 
Telepix Corp., Chicago, has an- 
nounced completion of 150 cowboy 
film spots for TV, designed for 
use separately or as a tie-in with 
other segments of a program. 


Studio Appoints Bloodworth 
Hal Roach Studios, Culver City, 
Cal., has appointed James Blood- | 
worth, formerly a writer and pro-| 
ducer of shorts for Warner Bros. | 
Hollywood, head of the commer- 
cial television division. } 


A. H. Wagner Named V. P. 

A. H. Wagner, formerly an ac- 
count executive of Hubbell Adver- 
tising, Cleveland, has been ap- 
pointed a v.p. of Stedfeld & Byrne, 
Cleveland agency. 
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SOMEBODY'S SECRETARY .... by Post-Hall Syndicate 


THEY SPECIALIZE IN 
LOW-COST BOOKLETS FOR 
BUSINESS ANDO INDUSTRY. 
THEY LL HANDLE THE COMPLETE 

JOB FOR US FROM SCRIPT 
IDEA TO PRINTED BOOKLETS / 


/ SOUNDS GOOD... 
BUT WHO'S GOING 
TO OO THE JOB? 


A WEW (DEA FOR HONEST... AND IT'S A 
/ 1S PUTTING OUT A 
FOUR-COLOR CARTOON-TYPE 

BOOKLET TO HELP TRAIN 
DEALERS AND SALES 


OUR SALES TRAINING | GOOD ONE! THE BOSS 
PROGRAM 7 1 DON'T 
BELIEVE IT/ 


For samples and information about our low-cost picture-booklet service, write to 
Ken Hall at the Post-Hall Syndi , 295 Madi Avenue, New York 17, N. Y. 
Or telephone Murray Hill 6-4650 if you would like us to call on you in person. 
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Case Study Shows: IF PEOPLE LIKE A PUBLICATION THEY’LL 


PROJECT: To determine if there were any notable differences in reader- 


ship between thick and 


PROCEDURE: A manufacturer conducted a letter-questionnaire readership 
survey to determine which publications were read by his customers and 
prospects. 3,777 returns were received. 


READ IT REGARDLESS OF THICKNESS 


CONCLUSION: It will be noticed 
that the thickest book in each field 
had the greatest degree of readership. 
If, by reason of its editorial and ad- 
vertising content, a publication is pop- 


thin publications. 


RESULT: ular, people will read it regardless of 
thickness. 
THICK VS. THIN BOOKS a 
(Totol number of pages and mentions for the leading publication in each field equals 100% ) 
ELD AND THICKNESS OF PUBLICATION | MENTIONS IN READERSHIP SURVEY Other studies, confirming these find- 
PUBLICATION _| PAGES FOR YEAR] 33% 67% 100% | MENTIONS | 25% = 50% = 75% 100% | ings, are available through our Re- 
Power Pub. 1 3392 588 search Department's Laboratory of 
2 1666 301 es 
3 1435 73 Advertising Performance. If you have 
cenit ane a question regarding continuity of 
2 2 3507 schedules, color, repeat ads, position 
1s08 . . . or want facts regarding industrial 
Textile Pub. 1 tors —_ or business paper advertising, we may 
: have the results of some specific study 
Metal Pub : a that will help you. Ask your McGraw- 
Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW 


R BU. 


Sar 


YORK 18, N.Y, (ABP ABC) 
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| The sign 
of good 
: television 


ma When this symbol shines out from a 


television screen, it identifies, for viewers 
and advertisers alike, the network where 
they’re most likely to find what they’re 


looking for: 


...where 6 of television’s 10 most popular 


shows’ are broadcast 


...where average ratings are higher than 


on any other network’ 


...where television’s solid-success package 
programs come from...shows like Mama, 
Toast of the Town, Studio One, Suspense, 
Burns & Allen, Talent Scouts 


...where the new hits will keep coming from: 
I Love Lucy, Frank Sinatra, Corliss Archer, 
See It Now, An Affair of State, Out There, 


My Friend Irma 


...where 59 national advertisers... including 
15 of America’s 20 biggest... are profitably 


doing business today.” 


“This is the CBS Television Network” 


*Trendex TV Program Popularity Report October 1-7 
October 15 
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This department is 


Denies Zenith Booklet 
Is ‘Attack on Competition’ 


courage honest advertising and 
legitimate merchandising of hear- 


To the Editor: Your Nov. 12 is- a — or y a oo 
. te ’ 7 
sue carries a letter from C. C. " — : — 
: . : should object 
Agate, public relations director of en — 
. ate Tep Leirze.., 
Sonotone Corp. attacking our 
pg ng Director of Public Relations, 
booklet, “Frauds and Facts,” and Zenith Radio Cor Chicaao 
criticizing ApvertisiInc Ace for R P» So. 


the prominent editorial treatment 
given the book (Oct. 15) 

This letter amazed me. I can- 
not understand why anybody con- 
cerned with public relations for 
4 reputable hearing aid manufac- 
turer should object to our publi- 


. 
Sold on Zenith Story 

To the Editor: It pays to adver- 
tise 

I do not suppose that Zenith 
paid anything for the article on 
Pages 1 and 79 of your issue of 


cation of a booklet which ex- Oct 15. At any rate, I read it. 
poses the fraudulent and mislead- 1 have long known that I was 
ing advertising and objectionable ore than a borderline case and 


have just been putting off from 
year to year the headache of ac- 
quiring a hearing aid. This article 
fetched me. 

For a great many years I have 
known Commander McDonald 
while I 
know that anything he puts out 
would have to be Grade A, so I 
just walked over to Magnus White 
around the corner here in Cincin- 


sales practices engaged in 
some members of the industry 

We published “Frauds and 
Facts” to inform the public of 
what is going on in the hearing 
aid industry, so that individuals 
might buy the products of reputa- 
ble manufacturers with a full un- 
derstanding of what they were 
paying for 


by 


The booklet is no more “a bit- 
ter attack on competition,” _ aie nati after lunch and one-half hour 
leged by Mr. Agate pmacaay eng Ke- later I walked out with their lat- 
fauver committee's attack on &* model. This period included 


@ime was an attack on the peo- 


Bie of the U. S. ear piece and I paid $92.55 for the 


In “Frauds and Facts” we have whole works, including a special 
done everything we can to en- a for wearing it under my 
shir 
_ — —— iT have little doubt that I am go- 
- is : : ing to like it. Already a whole) 
Addressing ; galaxy of new sounds have come 
y ; ‘ \* upon me and while I could do 
TOP QUALITY without a few of them, I know} 


UNLIMITED QUANTITY 
© AST SERVICE © EXPERT TYPISTS 
© REASONABLE RATES 


M VICTOR STerivmg 9.8003 


130 Flatbush Ave . Brooklyn 17. NY 


that I will be less of a nuisance 
to my fellow man, including my 
enema I would not be too much| 


surprised to learn that Zenith has 


Keep Your Eyes On Charleston, S. C.! 
CHARLESTON COUNTY-— 
FASTEST GROWING COUNTY 
IN SOUTH CAROLINA 


ach ASING POWER 


There’s 
PLENTY OF SPENDING MONEY! 
* (More Than in Any County in the State) 
and IT’S THE STATE’S FASTEST GROWING COUNTY! 
* * (36.1% Population Gain in Ten Years) 


* Total Retail Sales $125,097,000. Net Effective Buying Income 
$190,585,000. = A Potential Purchasing Power of Unspent Dollars 
Totaling $65,488,000. This is More Than Double that of South 
Carolina's Next Two Major Metropolitan County Areas, of which 
Columbia and Greenville are the Respective County Seats! (SALES 
MANAGEMENT'S 1951 Sarvey of Buying Power. 


The county seat of growing and prosperous Charleston County is 
the City of Charleston, whose city limits have not been extended in 
more than 100 years. Located en a peninsula, the city’s population 
has expanded generously northward and to the east and west, across 
ite two rivers, into the metropolitan county area. 

*# *#South Carolina's 46 Counties Showed an Average Total Population 
‘jain of 11.4% in the Decade Between 1940 and 1950. Charleston 
County Led All Counties of South Carolina With Its Population 
Increase of 43,751, which Represents a Gain of 36.1°; in the 10 Year 
Period! (Final Official U. S. 1950 Census Figures. 

NOTE. Official U.S. Census figures give the population of Charleston 
County as 101,050 in 1990; as 121,105 in 1940 and as 164,856 in 
i950! This represents a population growth of 61.2°. in 20 years; 
+ 36.1°) gain since 1940! 


THE CHARLESTON EVENING POST 
“2 Zhe News and Courier 


CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


The Voice of the Advertiser 


a reader's forum. Letters are welcome 


lived in Chicago and I! 


taking an impression for a special | 


‘made other sales 
article of yours. 
Lesiie A. WEARY, 


through this 


Cincinnati Manager, This 
Week Magazine, Cincinnati. 
. 7 7 


‘Copy Degradation’ 
Riles Agency Man 

To the Editor: To just exactly 
what depths of copy degradatien 
do we advertising agency men 
have to stoop befere an aroused 
citizenry passes a law that will put 
us all out of work? 

I have been an inveterate ciga- 
ret smoker for many years but last 
evening I almost swore off for- 
ever. 

I love Lucille Ball. So do many 
other people. We'd have to, to 
tune in “I love Lucy” and be 
nauseated by the vicious, filthy, 
destructive commercials. 

First, Johnnie calls for a cer- 
tain cigaret. That’s rather cheer- 
ful and inviting. 


Then comes a rather good-look-— 


ing chap who, for a tainted week- 
ly stipend, is forced to belch forth 
something along this slightly ex- 
aggerated line (and, I almost 
quote): 

Do you smoke cigarets? If you 
do, do you inhale? If you inhale, 
how many times a day do you do 
it? Fifty times? One hundred 
times? Two hundred times? 

Scientific research has proven 

..I repeat, has proven that the 
average cigaret smoker inhales 
over two hundred times a day! 

When you smoke other cigarets, 


this vile smoke tears your guts out. | 


But our cigarets are gentler. 


| They don’t pull your guts out all 


at once. They do it easier. ..gut 
| by gut! So, for gut’s sake, smoke 
| our cigarets! 

Don’t smoke other brands and 
| get cancer! Smoke our brand and 
| get leprosy! No other cigaret can 
make that statement. And here 
are two lepers to prove it! 

(Unquote) 

I repeat my opening question. . . 
To just exactly what depths of 
copy degradation do we advertis- 
ing agency men have to stoop be- 
fore an aroused citizenry passes 
a law that will put us all out of 
work? 

A. McKie Donnan, 


Brisacher, Wheeler & Staff, 
Hollywood, Cal. 
e - © 


Agrees with Thought Behind 
“Bad News’ Editorial 

To the Editor: I was particular- 
ly interested in your editorial in 
ADVERTISING AGE, Nov. 5, entitled 
“Why Print Bad News?” 

The reason for my interest is 
because this editorial parallels ra- 
ther closely an advertisement we 
prepared for our client, The Wall 
Street Journal, with the headline 
“Bad News Can Be a _ Good 
Thing.” I thought you would be 
interested to see the proof of The 
Wall Street Journal advertise- 
ment, which is attached. 

Joun CAPLEs, 

Vice-President, Batten, Bar- 

ton, Durstine & Osborn, New 

York. 

“Bad news about business can 
be a good thing. It can correct a 
situation before it goes too far”... 
is the theme of the Wall Street 
Journal copy. 

* e e 


Suggests an Opportunity 

To the Editor: Have you heard 
| that latest Lucky Strike commer- 
cial on radio and TV? (Klam- 
flam-klam-flam-klam-flam- 
DOUBLETALEK. ) 

It appears to me that, if that 
undoubtedly clever and imagina- 
i Lucky Strike ad manager 


could make the statement regard- | 
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“own cigarets” sound only 


ing his 
half as convincing as his state-| 


ment concerning “other brands,” 


| 


area are between 13 and 20 years 
old” should end the chaos and 
| confusion for many of America’s 


it would constitute the most spec- leading advertisers in merchan- 


tacular accomplishment in ciga-| |dising and understanding 


ret advertising history. 
Leo Bropy, 

Station KDYL Radio-TV, 

Salt Lake City, Utah. 

+ e 
Covet Not; Decimal Chart 
Is Available to Common Man 

To the Editor: Happy are the 
engineers, designers and drafts- 
men, for unto them is given a deci- 
mal equivalent decal transfer (AA, 
Oct. 22, Page 78). 

But, let not the common man 
despair. Let him who hath never 
dwelt in the halls of MIT rejoice. 
For unto him, unto the lowliest 
(yea, even unto the adman) hath 
been granted an equal boon. In its 
wisdom and kindness, the Master 
Rule Co., which dwelleth in the 
city of Middletown in the King- 
dom of New York, hath placed just 
such a decimal chart upon its fine 


This valuable 


that 

| group. 
I am looking forward to the 
|KFAB statement on boys, and 


wonder if that advertisement will 
contain such a dynamic revela- 
tion. 

EuGeNe GILBERT, 


Eugene Gilbert & Co., New 
York. 
. . es 
Has Personne! Interest 
in Freedom Leaders’ Meeting 


To the Editor: I am writing for 
permission to use an article by 
Newcomb & Sammons, Page 52, is- 
sue of Oct. 1, 1951, entitled “Key- 
notes for Industrial Harmony.” I 
wish to use this with the proper 
credit line in the November issue 
of “Penwood Tales,” the publica- 
tion of the Splicedwood Corp. and 
the Penokee Veneer Co. 

This article is of great interest to 
us as eight of our men attended 
the [Freedom Leaders Council] 
conference referred to and as we 
are going to use the Vennard- 
Winsborough course on the Ameri- 
can economics system. 

ARTHUR JONES, 

Advertising Manager, Spliced- 

wood Corp., Mellen, Wis. 

e es e 


Recalls World Wide Syllables 
To the Editor: The item in 


steel measuring devices, for the Rough Proofs (AA, Oct. 8) on 


deliverance of all mankind from 
the woes of long division. And not 


| 


detergent named Professor Foster's 
Discovery reminds me of a trade- 


one copper hath been added to the} name that possibly tops it for mo- 


price of these marvelous devices. 


Then, covet not that which is} 


nosyllabic quality. 


Back in 1917, the Associated 


the engineers’, but go ye into the| Pharmacists, now just a memory, 


market place and buy a Master} promoted a liniment 


Rule. 
NORMAN BUNIN, 

Director, Public Relations, De 

Wane Associates, New York. 

- . e 
‘Startling Impact’ 

To the Editor: The ad appearing 
for Station KFAB in your Nov. 5 
issue (Page 37) was one of start- 
ling impact and overwhelming 
punch. Being a youth authority, 
and realizing that industry is com- 
pletely lacking in information on 
the youth market, the statement 
that “Teen-age girls in the KFAB 


under the 


;}name “World Wide — 


. WHITE, 
Chicago. 


7 

Long Practice, Suh . 

To the Editor: 1 am a born 
Southerner, suh, and I can slur. 
words with the best of them, but } \ 
I'll be damned if I can slur “Pro- 
fessor Foster’s Discovery” down to 
seven syllables (Rough Proofs, 


AA, Oct. 8). How does this Rough 
Proofs fellow do it? 
ALEx W. BEALER, 
Atlanta. 
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WHAT MAKES A NEW MAGAZINE 
CLICK 


Medan 


"na Ley 
Sine, Ty 


“4 don't see how ony progressive builder in 
Americe con afford to be without it.” 


William P. Atkinson, President, 
National Association of Home Builders 


“A blessed event...” 
Morris Ketchum, Architect 


“Thre Das freon © rest vaseum where 6 gent 
house magazine should be.’ 
Royal Borry Wills, Architect 
“One of the best things thot ever happened to 
the home building business.’ 
Milton MacDonald, Past President 
Mortgoge Bankers Association of America 
“It's excellent...” 


H.R. “Cotton” Northup, Executive Vice-President 
Notional Retail Lumber Dealers Association 


“There is nothing like it... I've read the dress 

rehearsal issue from cover to cover, including 
the eds.” 

Albert Baich, Builder-Re yltor 

Seattle, Wash. 


“America's biggest new industry gets something 
it badly needs...” 


L. Douglas Meredith, Executive Vice-President 


National tife ti Company of Vermont 
“A great magazine .. . just what home building 

has needed.” 

ee 
Thomas P. Coogen, Builder 
Miami, Fle. 
ow 
a 


& 


edition of : Eight weeks after its announcement and six weeks before 
publication, HOUSE & HOME already hos a bonus of — 


20,000 professional subscribers over and above its 60,000 
THE MAGAZINE OF BUILDING are xc canamanimereeramet 


published by TIME inc. | 
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Erwin, Wasey Study 
Shows TV Audiences 
Are Getting Fed Up 


NEw York, Nov. 21—It is al-| 
ready time for television to start| 
analyzing its shortcomings if the| 
medium hopes to maintain its 
standing with the public, James C. 
Douglass, v.p. in charge of radio| 
and television for Erwin, Wasey | 
& Co., advises. 

Mr. Douglass, who recently took | 
over as head of the radio-TV de- 
partment of the agency, has just 
completed the first of a series of 
continuing studies on video. Lis-| 
teners in an eastern city were 
questioned by Marketscope Re-| 
search Co. of Newark, N. J., con- 
cerning their reaction to program | 
trends 


® Among the criticisms that de- 
veloped: (1) people are getting 
tired of the same “old” TV faces; 
(2) program formats are unimag- 
inative; (3) the movies are too old. 

“If fresh program ideas are not 
initiated soon, television will find 
itself going down hill as rapidly 
as it rose in the past three years. 
Television will continue to be an 
effective advertising medium only | 
as long as the public maintains! 
high interest, which today, accord- | 
ing to our study, is beginning to 
lag,” Mr. Douglass said. | 

“Everyone, because of televi-| 
sion’s terrific sales effectiveness, | 
has been concerned primarily with | 
getting some kind of show on the| 
air, 


most of the time with only| 
superficial appraisal of entertain-| 
ment values. This was the predom- 
igant factor behind more than 100) 
télevision programs which were 
launched with high hopes last year 
o@ly to wind up dismal failures,” | 
he continued | 
SB Among other reactions Mr.| 
Douglass found noteworthy: 

1. Three-quarters of the parents 
with children from 3 to 13 believe 
television viewing to be beneficial; 
the remainder complained that TV 
makes the children “wild” and in- 
terferes with homework, meals and 
bedtime 

2. Hour programs were preferred 
over half-hour shows. Viewers 
said they would like more variety 
amd dramatic telecasts and fewer 
quiz giveaways and whodunits. 


H. J]. Olsow Appointed Rep 

Industrial Maintenance, month- 
ly published by Maintenance Pub- 
lishing Co., Philadelphia, has ap- 
pointed H. J. Olsow & Co., New 
York, publishers’ representative, 
to represent it in the metropolitan 
New York and northern New Jer- 
sey areas 


Shaw Promotes Guerrant 
John W. Shaw Advertising, Chi- 
cago, has elected David C. Guer- 
rant v.p. He joined the agency 
early in 1951. The agency recently 
moved to 716 N. Rush St. 


By 
F Magic Folder 


The Trickiest Most Useful Billfold | 
Ever Offered 


AN INTRIGUING GOOD-WILL BUILDER 


Solves your “search” for a “different” 
name-imprinted novelty give-away. Magi- | 
cally ond mysteriously locks bills securely | 
under cross strops—with a quick “turn 
over” of the Folder—seporates dollar bills 
from larger bills in o twinkling—oppeors to | 
change serial numbers from one dollar bill 

to another, each time the Folder is opened. | 
Size 6%” «x 3%” closed; pure virgin vinyl 

plastic; won't dull; outweors leather; a mod- | 
ern replacement for the conventional wallet; 

for pocket or purse; color choices. Write 

today for quantity prices and circular. 


CHARMS & CAIN (mfrs.) 
407 $. Dearborn St., Dept. AA-8, Chicago 5, til. | 


New... 
ADVERTISING 
NOVELTYinthe 


| 


Tintair Expands Exports 
Formation of an export divi- 
sion to handle overseas sales of 
Tintair has been completed by 
Bymart-Tintair Inc., New York. 
The new department will be di- 
rected by Alfred R. Kelly, for- 
merly sales and advertising man- 
ager of Angostura-Wupperman 
Corp., New York, and before that 
export manager of F. W. Fitch 
Co., St. Louis. First foreign dis- 
tribution of Tintair will be made 
to Canada and Mexico. Additional 
equipment recently installed at the 


|company’s plant in Newark has 


made it possible to expand its! 


marketing overseas. No export ad- 
vertising plans have been devel- 
oped yet, AA was told, but the 
company’s advertising agency, Ce- 
cil & Presbrey, New York, prob- 
| ably will prepare plans early next 


| year. 


Stanford Named Ad Manager 


Pioneer Gen-E-Motor Corp., 
Chicago, manufacturer of Pincor 
products, has appointed Ralph H. 
Stanford advertising manager. 
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Heet Increases Ad Budget 

Heet division of DeMert & 
Dougherty, Chicago, manufacturer 
of gas line antifreeze, has an- 
nounced it has increased its 1951- 
52 advertising appropriation 50% 
over that of 1950-51, with a greater 
proportion of the budget (74%) 


| devoted to newspaper advertising. 


This year’s campaign includes two 
new products in addition to Heet: 
Ice Breaker, frozen lock and wind- 
shield de-icer, and Cleeron, plas- 
tic spray coating that waterproofs 
ignition systems and _ protects 


automobile chrome. National back- 
ing for the products includes full- 
page ads in The Saturday Evening 
Post starting Dec. 8. Ruthrauff & 
Ryan, Chicago, is the agency. 


NIAA Appoints Fenichel 


Norman S. Fenichel, formerly 
associate editor of Travel, has 
been appointed assistant to the 
executive secretary of the Na- 
tional Industrial Advertisers 
Assn., New York. He will assume 
responsibility for public relations 
activities. 
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‘Building’ Deluged by New Subscriptions; 
Says ‘Consumer Circulation Is a Problem’ 


New York, Nov. 20—Since an- 
nouncing plans for publishing 
Magazine of Building in separate 
housing and industrial editions in 
January (AA, Nov. 5) the publica- 
tion has been swamped with new 
subscriptions, it was disclosed last 
week. 

P. I. Prentice, v.p. of Time Inc., 
and editor and publisher of Mag- 


azine of Building, in telegrams to 
1,525 advertising agency executives 
and letters to 2,760 advertisers de- 
clares the “subscription rush has 
been phenomenal,” and that the 
“situation is reminiscent of start- 
ing of Life,” when that publica- 
tion’s subscription lists multiplied 
beyond all expectations. 

“Against initial housing edition 


circulation guarantee of 60,000, on; but biggest circulation among all 
which present advertising rates are| business papers. Professional cir- 


based,” Mr. Prentice said 
wire to agencies, “we already have 
subscriptions from 80,000 archi- 
tects, builders, developers, mate- 
rial dealers, mortgage lenders and 
other building professionals. 

“So many subscriptions - still 
pouring in that 90,000 to 100,000 
building professionals now seems 
reasonable starting circulation for 
this edition, giving it not only big- 
gest circulation in building field 


in his! 


culation of combined editions may 
near 150,000. 

“Completely unsolicited con- 
sumer circulation,” Mr. Prentice 
said, “will tota} thousands more. 
This consumer circulation is our 
problem, for which advertisers are 
not asked to pay. 


8 “It now seems likely,” he adds, 
“we can offer same saturation cov- 
erage of important builders, lend- 


ees ss ee 


go out and buy Woman's Day 


oS ey er 


than 


any other magazine § 
in the world” 
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average single-copy sales per issue ...the world’s largest single-copy circulation...on sale at all A & P stores. 


Se 


ers and dealers we have long of- 
fered of architects. In fact, all but 
a small part of the $30 billion 
America will spend for construc- 
tion next year will be spent by or 
through the readers of one or other 
edition of Magazine of Building 

“We believe this is the biggest 
media news of the past 20 years in 
the business paper field,” Mr 
Prentice said, “and this informa- 
tion will greatly affect the adver- 
tising plans of all building mate- 
rial producers.” 

The increased circulation of the 
new editions of Magazine of Build- 
ing, it was pointed out, will not 
affect the publication's advertis- 
ing rates, because its recently is- 
sued rate card applies until Sep- 
tember, 1952. A similar situation 
confronted Life during its first 
year or two. 


® The 12-time b&w page rate in 
the House & Homes edition will be 
$655, and in the Architectural For- 
um edition, $595. The over-all 
MofB rate for 24 insertions cover- 
ing both editions will be $995. 

Building has appointed the fol- 
lowing to its sales staff 

Douglas Bomeisler, a member of 
the magazine's merchandising staff, 
to the New England sales terri- 
tory; Donald English, member of 
the research and promotion staff, 
to the Ohio-Michigan territories; 
John Cogan, formerly with Archi- 
tectural Record, to the Chicago of- 
fice; George Wisner, formerly With 
the Home Owners’ Catalog @vi- 
sion of F. W. Dodge Corp., New 
York, to the New York office, and 
Robert G. Rau, who managed the 
Chicago office some years ago, re- 
turns to the Chicago staff. 


Owners Swap WEEK for KTOK 
Sen. Robert S. Kerr (D., Ckla.) 
and Dean McGee of Oklahama 
City, owners of WEEK, Peofia, 
NBC affiliate, will swap the Peoria 
station for KTOK, Oklahoma City, 
ABC affiliate, owned by O. L. 
Taylor of Amarillo, Tex. Mr. Tay- 
lor operates stations in Texas @nd 
Kansas and an advertising ageficy 
in Dallas. The trade depends on 
FCC approval. Following the ex- 
change, Fred Vance, an employe 
in Taylor's Dallas agency, Will 
purchase the Peoria radio station. 


Angelo De Mio Opens Agency 
Angelo De Mio, formerly on the 
editorial staff of the New Haven 
Evening Register, has opened a 
public relations office at 33 Mo- 
hawk Dr., Wethersfield, Conn. 


~ . lots of Admen 
TAKE THE SHORT CUT 


... to getting stock photos with real 
illustrative quality . . . that fit the 
need as well as costly posed shots 
...and at a saving of time, cost and 
temper! Put yourself “in the know” 
get our current stock photo catalog. 


Send $1.00 or a company order 


MORE THAN 
$00,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 
DEPT. AAI, 425 S. WABASH AVE., CHICAGO § 
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S A market not duplicated by any other 
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BUSY PEOPLE-a class by themselves 


The people so busy that they have to barricade 

themselves from most sales approaches are the very 

people for whom “U.S. News & World Report” is 

designed. They’re high-income (family average $13,557) men 
and women to whom the essential news is important 

for its direct bearing on their daily life, their business, their 
income, and their spending. That’s why they read 

“U.S. News & World Report’’— 450,000 of them! 


Class News Magazine 


SN 


Being so busy, many of these important people in 

business and industry find it unnecessary to read any other news 
and management magazine, and seldom do. This is provable. 
Independent studies show 90% of “U.S. News & World Report” subscribers 
do not subscribe to Business Week, 91% to Fortune, 91% to 
Nation’s Business, 75% to Time, and 86% to Newsweek. That’s 
why we make the statement you see below—‘‘A market 

not duplicated by any other news magazine.” And it’s another 
reason why we’re setting new records for advertising 

directed to the important men of every level of decision in 
manufacturing, utilities, communications, distribution, 
construction, government, and the professions. 

Are we in your 1952 plans for getting your sales messages 

and ideas across to these important decision-makers? 


irs tn advertising growth 
UI e S. N CWS a THE FIELD WITH dhe GAIN OVER 1950 


& World Report = | Zistin circulation growth 


LEADING THE FIELD WITH 84% GAIN IN 5 YEARS 
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FARM MARKET 
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'S DAIRYMAN 
d Twice Monthly At 

Wisconsin 


New York, Nov 
for the first nine months of 1951 
are up 3.86% over sales for the 
comparable period of 1950. On a 
unit basis, this means about 157,- 


20—Cigar sales 


during the first nine months of ’51 
than were sold during the similar 
period of ‘50, E. M. Straus, econo- 
mist of the Cigar Manufacturers 
Assn., told AA last week in dis- 
cussing recent developments in the 
cigar market 

Mr. Straus attributes the in- 
crease in cigar sales to more pros- 
in the country and also to 
the fact that there have been no 
major price increases on cigars 
since 1946. 

He estimates that the over-all 
dollar value of the retail cigar 
market will total between $515,- 
000,000 and $525,000,000 for 1951 


perits 


}@ In the face of rising costs, he 
was asked to explain why cigar 


To 
community 


bby tous 


cite 


progre 


continue t 


On a nation-wide basis, network radio has long 


Even in 


000,000 more cigars have been sold | 


| bacco 


Cigar Sales Gain; Manufacturers Testing 
Methods of Doing Away with Cigar ‘Aroma’ 


manufacturers have not increased 
prices. He said frankly that cigar 
manufacturers have been reluctant 
to raise prices because of fear of 
consumer resistance, but that be- 
cause of higher production costs 
they are under heavy pressure to 
lift prices to keep from going into 
red ink. 

Labor costs in the cigar manu- 
facturing industry, Mr. Straus said, 
have risen about 25%, transpor- 
tation costs have increased be- 
tween 20% and 50%, and raw to- 
prices have fluctuated up 
and down since 1946. While the 
over-all average price of domestic 
tobacco used for cigars has 
dropped about 12% since 1946, he 
said, imported tobacco prices have 
risen, particularly Cuban and Su- 


matra fillers and wrappers 


® Asked whether he believed 
cigar prices are likely to go up be- 
fore Christmas, Mr. Straus said 


& 


In a “selling” job that’s never finished, 


radio proves an effective, low-cost tool 


ssive manavement, 


relations 


» “sell” itself to its neighbors, because a 
good local reputation helps so much in so many 
ways. Labor supply, for example. Relations with local 


government, Co-operation with local suppliers 


proved its ability to foster good public relations. 
Consider the continuing programs of Bell Tele 
phone, DuPont, United States Steel. 


the 
becomes 


a sellers’ market, industry must 


importance of 


constantly more 


Also, “as many more companies are discovering, 


areas 


Spot radio is flexible, versatile, efhicient. And 


cconomic al 


spot radio can achieve equally good results in spe 


Its consistent use 


with newscasts, for 


example... assures multitudes of listeners at excep- 
tionally low cost-per-thousand. 

In six of the nation’s leading industrial areas. . 
Boston, Springfield, Philadelphia, Pittsburgh, Fort 
Wayne, and Portland, Oregon. . Westinghouse sta- 
tions are helping local industries gain and preserve 
their neighbors’ good will. The experience of these 
stations in “community relations” programs is avail 
able to company management as well as to adver- 
tising agencies and public relations counsellors. 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ - WBZA~- KYW + KDKA + WOWO~ KEX - WBZ-TY 


National Representatives, Free & Peters, except for 


WBZ-TV; for WBZ-TV, NBC Spot Sales 


Advertising Age, November 26, 1951 


JOIN THE MARCH OF DIMES | 


MARCH OF DIMES—This ad is one of 

many the National Foundation for In- 

fantile Paralysis will use before and dur- 

ing the March of Dimes campaign, Jon. 
2-31. 


“there are no indications of it.” As 
for 1952, he said, higher cigar 
prices will depend entirely on 
general economic conditions 

Commenting on new develop- 
ments, especially on rumors that 
the industry is studying the pos- 
sibility of eliminating cigar aroma 
and making cigars more pleasing 
to women, Mr. Straus said most of 
this is merely talk. 

“However,” he said, “a number 
of manufacturers have been con- 
ducting research on the fermen- 
tation of tobacco. One company, 
whose name I am not at liberty to 
give out, has conducted experi- 
ments which lead it to believe 
that it may be possible to trans- 
form nicotine into other com- 
ponents 

“It has been found possible by 
controlling fermentation of tobac- 
co,” he said, “ to produce Vitamin 
B complex components such as 
nicotinic acid and _ panthothenic 
acid 


@ “Moreover,” Mr. Straus said, 
“experiments in trying to produce 
cigars with better aroma has led to 
important discoveries which may 
make possible limitation or control 
of nicotine content in cigars.” 

“If cigars can be produced with 
less nicotine and enriched with 
Vitamin B complex, it would 
give the cigar industry a big sales 
point ta talk about, wouldn't it?” 
Mr. Straus was asked. 

“Of course,” he admitted. “But 
this is all very nebulous and still 
in the laboratory stage. A great 
deal of research and experimen- 
tation still has to be done.” 

That is why, he pointed out, she 
Cigar Manufacturers 
striving for better integration of 
tobacco research. It has set up an 
annual award for work in tobacco 
research and plans to grant funds 
for fellowships at universities for 
specialized tobacco research. Spe- 
cial studies are contemplated, he 
said, in the study of non-alkaloid 
components of tobacco in the hope} 
that eventually it may be possible | 
to eliminate the objectionable stale 
odor characteriste of burned cigars 
and old pipes 


Assn. is! 


® The Cigar Association and Cigar 
Institute of America will hold 
their 15th annual joint meeting 
Dec. 6 to 8 at Atlantic City, at 
which there will be a special ses- 
sion for and by tobacco research 
specialists, Mr. Straus said. At this 
session it is hoped that plans will 
be developed for coordinating the 
work of all specialists in the field 
Eugene L. Raymond, executive 
director of the Cigar Institute, told 
AA that advertising plans for 1952 
will be discussed at the Atlantic 
City meeting. If possible, he said, 
it is hoped to expand the institute’s 
advertising program next year 
Harold Douglas, v.p. of Benton & 
Bowles, the institute’s agency. will 
present the institute’s plans for 
advertising and sales promotion 
Other speakers at the meeting 


will include Arthur H. Motley, 
president and publisher of Parade 
Publication; Anthony Hyde, presi- 
dent of the Tea Bureau; Jim Nash, 
package designer; Dr. Neil Croth- 
ers, dean emeritus, school of busi- 
ness administration, Lehigh Uni- 
versity, and James Connelly, per- 
sonnel director of Eagle Penci] Co 


33 Industrialists 
from Europe Study 
Production Methods 


New York, Nov. 20—Thirty- 
three industrialists from 13 Euro- 
pean countries, the vanguard of 
300 coming to the U. S. within 


lthe next two weeks, have arrived 


in New York to take part in the 
International Management Pro- 
ductivity Mission, sponsored by 
Economic Cooperation Adminis- 
tration. 

Under sponsorship of ECA, the 
European industrialists will go on 
study tours to industrial plants in 
various parts of the country. The 
purpose is “to quicken the inter- 
national exchange of knowledge 
as a means of stimulating higher 
industrial output in order to 
strengthen the free world’s de- 
fenses and to sustain and, if pos- 
sible, improve living standards.” 
® This marks the first time that 
leading European business men 
have come to the U. S. as a body 
to see how American productivity 
has led to higher wages for work- 
ers, lower-cost goods for consum- 
ers, and fair returns for investors, 
a spokesman for ECA said. 

A committee of 100 American 
business men representing the Na- 
tional Assn. of Manufacturers is 
cooperating with ECA on the tours, 
and the National Management 
Council is cooperating in making 
physical arrangements 

Following their tour, the indus- 
trialists will attend the first inter- 
national industrial conference here 
from Dec. 2 to 5 under auspices 
of the NAM 


Two Sponsor New TV Panel 
Bendix Home Appliances, di- 
vision of Avco Mfg. Co., South 
Bend, and C. A. Swanson & Sons, 
Omaha, canned and frozen poultry 
and margarine producer, have 
signed to sponsor alternately “The 
Name’s the Same,” new weekly 
panel on television over the ABC 
network. The first program, under 
the sponsorship of Bendix, will be 
Wednesday, Dec. 5, 6:30-7 p.m., 
CST. Tatham-Laird, Chicago, is 
the agency for both companies 


| Bonne Bell Product Bows 


Bonne Bell Inc., Cleveland cos- 
metics manufacturer, is launch- 
ing a national newspaper, radio 
and television campaign to intro- 
duce its Bonne Bell Plus 30 nat- 
ural estrogenic hormone hand lo- 
tion. Copy centers about the slo- 
gan, “Don't let your hands tell 
time!” Leaflets, counter cards and 
other point of sale devices will 
support the campaign. Paul Terry, 
Cleveland, is the agency 


KBIG Gets Hollywood Studios 
KBIG, Santa Catalina Island, 
has moved its office and studios 
to 6540 Sunset Blvd., Hollywood 
The transmitter is on the island 
and programs will be microwaved 
fom Hollywood. The 10,000 watt 
AM station is scheduled to start 
broadcasting early in 1952 


Joins Druggists’ Supply 

Sidney L. O'Donoghue, former- 
ly on the account service staff of 
Cecil & Presbrey, New York, has 
joined the sales promotion staff 
of Druggists’ Supply Corp., New 
York 


Insular Appoints Agency 


Insular Lumber Sales Corp., do- 


mestic merchandising agency for 
Insular Lumber Co., Philadelphia 
has appointed Gray & Rogers, 


Philadelphia, to handle its adver- 
tising and publicity 
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STANDS OUT—This three- dimensional point | of sale piece is formed of Vinylite 


plastic rigid sheet by Bakelite Co. 


lithographed on smooth surface of Vinylite sheet (top left). Cut or trimmed to desired 


d pictures, signs and messages are first 


shape and size, material is then easily formed to give lithographed figures the 

appearance of solid reality (top right, bottom left). In photos of sign, three-dimen- 

sional form is perhaps easier to see from the back side, which is uncolored (bottom 
right). Gibson's is a Melrose Distillers product. 


Pharmaceutical Sales Will Double in Next 


Ten Years, Parke, Davis’ Loynd Predicts 


New York, Nov. 20—The phar- 
maceutical industry has doubled 
its sales in the past ten years and 
probably will do the same in the 
next decade, Harry J. Loynd, 
president of Parke, Davis & Co., 
told a meeting of the New York 
Society of Security Analysts last 
week. 

New products have been largely 
responsible for the industry's 
growth, Mr. Loynd asserted. “The 
results of present and future re- 
search not only will benefit man- 
kind, but also will do much to in- 
crease sales both here and abroad.” 

Extension of hospital care also 
should have a favorable effect 
upon the market for pharmaceuti- 
cals, he said. 

Pointing out that American 
drugs are now better known over- 
seas than ever before, Mr. Loynd 
said: “Many U. S. pharmaceutical 
houses entered the foreign mar- 
kets during and immediately after 
World War II to fill the vacuum 
created by the withdrawal of Ger- 
man firms which, up to the out- 


break_of the war, had a monopoly | 
in some | 


on the drug business 
nations. 


es “It is true,” he continued, 
“that the overseas drug business— 
despite its sales potentials and 
profit margins—faces many diffi- 
culties, such as import licenses 
and quotas, foreign exchange re- 
strictions and local as well as na- 
tional regulations. 


the imports. Desiring to protect 
and better the health of their peo- 


ple, most nations put drugs pre-| 


scribed by physicians near the top | 
of the priority list for import | 
licenses and the release of dollar 
payments.” 

British, French and German 
manufacturers are again compet- 
ing with Americans in most world 
markets, he added. 

“The pharmaceutical industry,” 
Mr. Loynd concluded, “is well on | 
its way toward becoming one of 
America’s biggest and most im- 
portant. We manufacturers are 
well aware of our responsibilities 

-to develop new methods that 
will steadily reduce the high first 
costs of the products of research 
and to bring new effective medi- 
cation within the reach of every- 
one.” 


Two PR Agencies Merge 


Doherty Associates and Rowe 
& Sargent, both New York public 
relations agencies, have merged to 
form Rowe-Doherty Associates at 
51 E. 42nd St., New York. Princi- 
pal accounts of the new organiza- 
tion are Hudson Pulp & Paper 
Corp., New York, manufacturer of 
napkins and gummed tape; Elgin 
National Watch Co., Elgin, IIL; 
National Metal Trades  Assn.; 
Kearfott Co.; Wadsworth Watch 
Co., Dayton; Schiff-Terhune & 
Co.; the New York Green Cross 
safety campaign of the National 
Safety Council; the Jesuit Semi- 
nary Fund, and the National Assn. 
of Insurance Brokers. 


Bagle i 
“But essential pharmaceuticals | gley Joins Betteridge 


are in a preferred category over | 


G. Howard Bagley, formerly 
with WLW, Cincinnati, has joined 
Betteridge & Co., Detroit agency, 
as new business man and account 
executive. 


PUBLIC RELATIONS SERVICE COMPANY 


ANNOUNCES THE APPOINTMENT OF 


MR. LOWELL L. LEAKE 
VICE-PRESIDENT IN CHARGE OF SALES 


HOME OFFICE: 71 WEST BOWERY STREET 


AKRON 8, OHIO 


~ Remember This Important Date 


WHEN MAKING UP YOUR 1952 SCHEDULES 


APRIL 


1 2 
S47: &-9 


WHAT'S IN IT 
FOR READERS? 


The Decision Men 


in the cor 
‘factories and dealerships’ refer 
to it all year long for authentic 
statistics, charts, graphs, and 
historical data. Since 1933, 
the ALMANAC has been 
the yearbook of America's 
No. 1 industry. It's the indus- 
try's most complete compilation. 
All AUTOMOTIVE NEWS' readers 
will receive it next April 28. 


TUES. WED. THUR. FRI. 
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WHAT'S IN IT FOR ADVERTISERS? 


They're reaching the 40,000 subscribers to the 
industry's only weekly newspaper. These are the 
service, sales, engineering, and merchandising 
people who really count. They pay $8 a year to 
get AUTOMOTIVE NEWS; they renew their subscrip- 
tions at a rate of 86.6%. Both figures are the 
highest in the industry . . . So—you, the advertiser, 
will do @ year-round selling job in both big 
automotive markets—the car dealers and the 
car, parts, 


AUTOMOTIVE NEWS ALMANAC for 1952. 


and accessory manufacturers —with 


IT'S NOT TOO EARLY TO RESERVE SPACE—Forms Close March 15 


THE WEEKLY NcWSPAPER OF AMERICA’S NO. 


PENOBSCOT BUILOING 


New York —Edwerd Kruspok, Adv 


Chicego — J. Goldstein, Western M 


‘omotive N 
Seen} 


1 INDUSIaY 


1S 


Member 


e DETROIT 26, MICHIGAN 


REPRESENTATIVES 
ertising Manager, 5! E. 42nd St. 
. 160 N. Michig 


Merroy Hill 7-4877 
Ave., State 2-6273 


Les Angeles —R®. H. Deibler, 2506 West Eighth Street, Dunkirk 3.0303 
Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 31-0495 
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TV Sets and Appliances Will Get 
Preferred Treatment Early in ‘$2 


WASHINGTON, Nov. 20—TV sets 
and household appliances are 
among the consumer products that 
will get preferred treatment during 
the first quarter of 1952, when 
shortages of materials will bring 
many consumer goods industries 
below their “break even” points 

In allotting materials for con- 
sumer goods, defense production 
chiefs have divided products into 
two general groups. Products 
which are household necessities 
fare considerably better than items 
which are normally bought largely 
for personal use. 

“Group I” items—including re- 
frigerators, stoves, washers, office 
supplies, store and office furniture 
and fountain pens—will average 
50% of the steel and 35% of the 
copper and aluminum they used in 
early 1950. 

“Group II” items—such as jew- 
elry, drapery hardware and vene- 
tian blinds—may average as little 
as 10% of the copper and 20% of 
the aluminum used in early 1950. 


8 Some officials believe the first 
quarter of 1952 will represent the 
“rock bottom” for the civilian 
economy, unless the international 
situation deteriorates. According to 
this point of view, the supply of 
materials for civilians will im- 
prove after the middle of the year 

While civilian goods are being 
tfeated according to relative “es- 
s@ntiality,” the defense production 
chief, Manly Fleischmann, empha- 
sizes his determination to avoid 
“death sentences” for any indus- 
tfy. Many of the firms—such as 
venetian’ blind manufacturers— 
who have been put on minimum 
“fations” will be able to obtain 
s¥bstitute materials, including sup- 
plemental allotments of carbon 
steel, he said 

The sign and advertising display 
industry was relegated to a Group 
IE classification. While it gets 50% 
of the carbon, alloy and stainless 
st@el it used in first half 1950, it 
is limited to 20° of the copper 
and aluminum. 


In getting 50% of the steel and 


35% of the aluminum they had! 
in early 1950, TV and appliance 


industries are cut only moderately 
from their fourth quarter levels 
in steel and copper, Their alumi- 
num cut is quite sharp 


@ The 


National Au- 


Production 


EZE-STIK 


selt-Adhesive Back 


New Styling Proved 
Successful by Field 
Tests and Reorders* 

* Before ordering these 
Change Pads, Carstairs, 
Beech-Nut, Brown & Wil 
liamson and others put trial 
runs to exhaustive held tests 
immediate acceptance by 
dealers and product service 
men won substantial orders 
and re-orders for EZE-STIK 
Selt-Adhesive Change Pads 


EZE-STIK CHANGE PADS ARE 


Lie flac on 


MODERN ounter — 
no interference with package 
wrapping Space saving 
arrRactivE Monochrome or 
mule vcking Eze-Suk 
wclf-adhes iwe back sticks to any 
smooth clean surface and 
remains indefinitely 
VERSATILE—Can be used on 
walls, morrors, cash regiscers 
other store locations 


Get the facts... write or coll us. 
EZE-STIK PRODUCTS CORP. ~~] 
"— aa — West 33rd Street, NY ILNY 

sles and prices of EZE 
range Pads 


am, 
sTIK Self "Ad the ve € 


thority has put the squeeze on 
automobile manufacturers to hunt 
for “conversion” steel. In issuing 
CMP tickets, it allowed sufficient 
tickets for only 60° of the steel 
plate the industry is authorized to 
use. Mr. Fleischmann told indus- 
try members to find “conversion” 
steel for the remainder. 

Since conversion steel is consid- 
erably more expensive than plate 
bought through normal channels, 
Mr. Fleischmann said he would 
ask the Office of Price Stabiliza- 
tion to give auto manufacturers 
price adjustments to cover the ex- 
tra cost. 

(Surplus plate is obtained by 
tracking down a steel mill with 
more ingot than it can roll. The 
purchaser ships the ingot at his 
own expense to another mill with 
more rolling capacity than ingot. 


As a result, the final cost is gen- 
erally double the cost of other 
plate.) 


Agency Opens in Rochester 

Lee D. Fellows, Russ Hobbs and 
Bernard E. Smith have announced 
the formation of Fellows, Hobbs & 
Smith agency, in the Commerce 
Bldg., Rochester, N.Y. 


WFIM Joins NBC 


WFJM, Youngstown, O., 5,000- 
watt station operating on 1390 
kilocycles, will become affiliated 
with the National Broadcasting 
Co. network, effective Dec. 1 


Kashen Joins Hewitt, Ogilvy 

Walter Kashen, formerly with 
William H. Weintraub & Co., New 
York, has joined Hewitt, Ogilvy, 
Benson & Mather, New York, as a 
space buyer. 


Romer Joins Beaumont Agency 

John Romer, formerly with Ait- 
kin-Kynett, Philadelphia agency, 
has joined the creative staff of 
Beaumont, Heller & Sperling, 
Reading, Pa. 


Coming 
Conventions 


Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos-— 
ton. 

Jan. 19-20, 1952. National Advertising 


Agency Network, western regional meet- | 


ing, Nicollet Hotel, Minneapolis. 

Jan. 21-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 
land, Cal. 

Jan. 25-26, 
vertising Managers, 
Louis 

Jan. 26-27, 1952. National Advertising 
Agency Network, eastern regional meet- 
ing, New Weston Hotel, New York 

Feb. 8-9, 1952. Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

April 1-3, 1952. Point of Purchase Ad- 
vertising Institute, annual symposium, 


1952. Assn. of Railroad Ad- 


Waldorf-Astoria Hotel, New York. 
May 25-28, 1952. National Business 
Publications, spring meeting, Skytop 


Lodge, Skytop, Pa 
June 8-11, 1952. Advertising Federation 


Advertising Age, 


Sheraton Hotel, St. | 


November 26, 1951 


of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New York 

June 22-26, 1952. Advertising Assn. of 
the West, annual convention, Olympic 
Hotel, . Seattle. 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago 

June 10-14, 1953. National Business Pub- 
lications, spring meeting, Broadmoor 
Hotel, Colorado Springs, Colo 


Cash Joins Crosley 

Norman E. Cash has resigned 
as director of radio station rela- 
tions for the National Broadcast- 
ing Co. to become assistant general 
radio sales manager of the Crosley 
Broadcasting Corp., Cincinnati. 


‘Eternity’ Names Ramsdell 

Lee Ramsdell & Co., Philadel- 
phia agency, has been appointed 
to direct promotion for Eternity, 
published by the Evangelical 
Foundation. 


Helton to Lewis & Gilman 


Frank A. Helton, formerly v.p 
and copy director of J. J. Weiner 
Co., San Francisco, has been ap- 
pointed manager of copy for Lewis 
& Gilman, Philadelphia 


In these changing times, it's easy to lose 
sight of the importance of the family council 
as a purchasing committee. But—new car or 


party dress, new breakfast food or tele- 


vision set—they're invariably the end result 
of family discussions. That's your personal 


experience, isn't it? 


Here's a magazine that sees successful living 
as a family affair. Thus creating its own ex- 
Far 
giving advertisers a favored entree to the 
purchasing committees of more than 2'/2 
million American families. 


clusive type of 


The American urges dental care. You adver- 
tise a dentifrice. The American stresses home 
labor-savers. You advertise a dish-washer. 


The American advocates separate homes for 
young marrieds. You advertise building 
supplies. 


It's as simple as that. 


Advertisers of travel, wholesale or retail, by 
air, land or sea, of traveler's checks, insur- 


ance, luggage, sportswear or any apparel, 


nily Service 


Thus 


records, 


O 


pushes 
your 
product ‘ ? 


read: PIN MONEY PAID OUR WAY TO 
EUROPE, o typical Family Travel Article. 
Advertisers of anti-biotics, tonics, emulsions, 
vitamin tablets, cold remedies, read: THE 
MEDICINE YOU MAKE YOURSELF, o 
Family Health Article on things about blood 
condition everyone should know. 


Advertisers of television, radio, phonographs, 


recorders, sheet music, musical in- 
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Maps Canadian Yule Drive 


National Pressure Cooker Co. 
(Canada) Ltd., Wallaceburg, Ont.,| 
has planned a special Christmas 
campaign for Presto cookers and 
vapor steam irons in a wide list 
of newspapers, magazines and 
weekend publications. Spitzer & 
Mills, Toronto, is directing the pro- 
motion. 


Pontiac Issues Sales Movie 

Pontiac Motor division of Gen- 
eral Motors Corp., Pontiac, Mich., 
has released a series of eight sales 
training movies, both b&w and 
color, entitled “Destination—Dot- 
ted Line,” to its dealers. 


Stewart Names Williams 


on: Dermot A. Williams, an account 
ae executive of Stewart-Bowman- 
Macpherson, has been named as- 
: sistant manager of the agency’s 
Edmonton, Alta., branch. 


Omaha Hits 100,000 TV Mark 


FOR SHOEMEN—Among 500 guests at o recent Esquire Inc. party in Chicago for 
shoe manufacturers and their friends were these four. From left, Al Johnson, direc- 
tor of advertising, International Shoe Co.; Martin Maher, ad director, Florsheim 
Shoe Co.; Les Hofemeister, ad director, Weyenberg Shoe Co., and Hermon Stock, 
. western division manager of Esquire. 


Gartield-Linn Gets Account 


Garfield-Linn & Co., Chicago, 
has been appointed to handle ad- 
vertising for the Academy for 
Adults, Chicago, resident and 
home study high school. Newspa- 
papers, consumer magazines and 
direct mail will be used. 


Ed Paro Joins ABC Sales 

Edward W. Paro, formerly head 
of Edward W. Paro & Associates, 
Chicago publishers’ representative, 
has been appointed account execu- 
tive of American Broadcasting 
Co.'s central division network ra- 
dio sales department. 


Agency Opens Tacoma Office 

Mac Wilkins, Cole & Weber, 
Portland, Ore., agency, has opened 
an office in the Tacoma Bldg., 
Tacoma, Wash. No manager for 
the office has been named as yet. 


Drinkuth Named by Boyle 


Omaha had 100,231 television Schenley Labs. Names Ross 

A receivers installed in its viewing Schenley Labs. Inc., New York, 
: area by Nov. 9, according to the manufacturer of pharmaceuticals, 
} Nebraska-Iowa Electrical Council. has appointed Fred J. Ross, for- 


: , | Gene Drinkuth has been ap- 
merly assistant production mana-| pointed assistant advertising man- 
ger of Harry C. Phibbs Advertis-| ager of Boyle-Midway Inc., New 
ing, Chicago, assistant advertising! York, household products manu- 
and sales promotion manager. facturer. 


struments, read: | BROKE INTO TV, a timely 
peek behind the scenes of America's fastest- 
growing industry. 


Advertisers who have a stake in American 
freedom—(what advertiser hasn't?)—read: 
STALIN’S GREATEST DEFEAT, how the 
American negro repulsed the Communist at- 
tempt to foment race hatred here. 


To sum up: The American Magazine. 

More than 2'2 million families. 
Incomes 38.7% over U.S. average. 
Family Service Editorial. Exclusive 
with The American. Stimulates families 
to buy more. Advertising costs less 
because: The American lives longer. 
tem Pushes harder. 


MAGAZINE 


The Crowell-Collier Publishing Company, 640 Fitth Ave, New York 19, N. Y. Publishers of The American Magazine, Collier's, and Woman's Home Companion 


Despite the heavy air travel, 
|surface carriers showed an in- 
|crease in business. Air carriers 


Airlines Get Their 
Share of Overseas 
Traffic, Says CAB 


WaAsHINGTON, Nov. 20-—Even at 
first-class fares, airlines are car- 
rying a substantial portion of the 
transatlantic traffic. According 
to the Commerce Department's 
office of international trade, air- 
lines carried 106,713 Americans to 
Europe in the 12 months ending 
June 30. Ships carried 177,688 


and surface carriers each regis- 
tered an increase of approximately 
13,000 passengers for the period 


@In endorsing vigorous promo- 
tion of “tourist” class service, 
CAB told international air car- 
riers that operations must be based 
on the “highest practical seating 
density.” On this basis, it said, the 
$265 one-way fare from New York 
to London should meet the break- 
even need and provide a reason- 
able element of profit. 

At the same time, CAB told 
carriers they should not offer bar- 
gain rates for first-class travel, 
and that they should charge a 
minimum of $50 for single berths 
and $75 for double berths on first- 
class runs. 

“The addition of sleeper service 
on most types of aircraft results in 
a loss of approximately 50% in 
seating capacity,” CAB said. 

Lines notified on the interna- 
tional air-coach policy include: 
American, Chicago & Southern, 
Eastern, National, Northwest, Pan | 
American World Airways, Pan 
American-Grace, TWA and 
United 


Schreiber Names Agency 

L. D. Schreiber & Co. Gre@ 
Bay, Wis., producer of package 
cheeses, has appointed Klau-Van 
Pietersom-Dunlap Associates, 
Milwaukee, as its agency. 


Publisher Appoints Agency 
Dome Publishing Co., Provi- 
dence, publisher of tax record 
systems, has appointed Bo Bern- 
stein & Co., Providence, to handle 
its advertising. 


Joins Hixson & Jorgensen 

Humphrey D. Bourne, formerly 
with Dan B. Miner Co., Los Ans 
geles agency, has joined the copy 
department of Hixson & Jorgen- 
sen, Los Angeles agency 


Appointed by Metro 


William Meh. Spierer has been ap 
pointed sales promotion manager of 
Metropolitan Sunday Newspapers, Inc., 
|New York. He is one of 365,024 daily 
Wall Street Journal readers from 
coast-to-coast. To reach men who are 
stepping up in business, advertise in 
America’s Only National Business Daily 


( ADVERTISEMENT) 
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DO You NEED to advertise to 
western heavy-duty truckers in Califor- 
nia, Oregon, Washington, Idaho, Ne- 
vada, Utah and Arizona? 

WESTERN TRUCKING NEWS 
SERVICE (established 1947) is the 
most economical way to cover this field 
and carries advertising of such firms as 
White, Diamond T, Reo, Utility, Budd, 
Kenworth, Peterbilt, Cummins, Fuller, 
Shell, etc. 

We will be pleased to send you a sam- 
ple copy, advertising rates and sales 
talk which is brief. Since we are nor 
listed in SR&D this is the only way 
you will ever hear of our publication. 
Also, our low rates do not permit the 
payment of either agency 
discount. 


If you are interested, write 


S. D. McFADDEN NEWS BUREAU 
7 Front Street + San Francisco 11, Calif, 
fiso publishers of 
WESTERN PACKING NEWS SERVICE 


(Advertisement) 


PLANNERS-Lincoln-Mercury's advertising plans for 
outlined to the company’s dealer advertising committee recently 
or cash by this group in Detroit. Left to right: Dwight Mills, chairman of 
the executive board, Kenyon & Eckhardt; Joseph E. Bayne, gen- 


1952 were 


Advertising Age, 


got |Special Days’ List 


eral sales manager, Lincoln-Mercury; Robert F. G. Copeland, ad- 
vertising and sales promotion manager, Lincoln-Mercury; William 
B. Lewis, president, Kenyon & Eckhardt, the agency; and Walker 
A. Williams, v.p., sales and advertising, Ford Motor Co 


Fre rontier Promotes Kitchen 

G. S. Kitchen, supervisor of air 
mail, air express and air freight 
traffic development, has been pro- 
moted to manager of public rela- 
tions for Frontier Airlines, Denver. 
He assumes his new appointment 
in addition to his present duties. 


Magazine Bureau Has New 24-Minute Movie 


New York, Nov. 20—From now 
on, various advertisers’ sales 
meetings will be looking at a new 
epic, “A Magazine Story,” a 24- 
minute, full-color movie made by 


onday Night 
alt my house is reserved 


for Advertising Age!” 


Uv 


so say many of the nation’s most successful advertising 


and sales managers who developed this wise habit earily in their 


busy careers. 


“Can't afford to wait a week, more or less, to see ‘pass along’ 


copies of AA at the office,” 


they assure us. 


And, furthermore, they don’t want to miss any of the ‘clip 


out’ items found in every issue. 


If you are now important to your company or advertising 


agency. . .or soon 


tion too! 


ADVERTISING AGE 
200 E. Illinois Street + 


NEW Subscription 
Order Form... 


Name 

Firm 

Street 

City 

But send my weekly copies to 


HOME ADDRESS . 


Chicago 11, 
Please enter my personal subscription to ADVERTISING AGE for 


hope to be. . 


Illinois 


1 yr. at $3 (52 issues) 
2 vrs. at $5 (104 issues) 
3 yrs. at $6 (156 issues) 


Title 


. you will want a personal subscrip- 


[_] Payment enclosed 
[) Bill me 
(-) Bill my firm 


(Nothing extra for Canada or Pan American Countries) 


Business 


Zone 


State 


11-26-51 
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Productions for 
Advertising Bu- 


John 
the 
reau 
The movie tells the magazine 
story, and is couched in terms 
which are calculated to be easily 
understood by sales staffs. In its 
24 minutes, the film punches home 
the basic selling data on maga- 
zines, and does it without statisti- 
cal crutches or competitive bias. 


Sutherland 
Magazine 


8 Briefly, it tells the story of the 
disruption of an advertising agen- 
cy when a toothsome redhead 
turns up to do a graduate thesis 
on magazines in advertising. While 
the art director, research man and 
agency president pursue the gal, 
the why of magazine advertising 
gets a thorough telling—including 
an animated sequence explaining 
how a product goes to market. 

MAB believes that the film's 
principal use will be at sales meet- 
ings, where it can be shown be- 
fore the advertiser's magazine list 
is presented to salesmen. Accord- 
ingly, a number of prints of the 
$75,000 movie are available, and 
advertisers may schedule them by 
writing MAB, 271 Madison Ave., 
New York 16 


McKim Names Charland V. P. 


Wilfrid Charland, former presi- 
dent of Whitehall Broadcasting 
Ltd., Montreal, has been named a 
v.p. and director of McKim Ad- 
vertising, Montreal. The activities 
of Whitehall Broadcasting have 
been merged with the television 
and radio department of the agen- 
cy. 


Dole Sales Promotes Flink 

Dole Sales Co. division of Ha- 
waiian Pineapple Co., San Francis- 
‘0, has promoted J. Walter Flink, 
sales issistant, to assistant sales 
manager, succeeding the late C. 
Warren Bacon. Harlan S. Welton 
has replaced Mr. Flink as sales 
assistant. 


1951 


November 26, 


’ for ‘52 Issued by 
Commerce Dept. 


WASHINGTON, Nov. 21—Nationai 
Fur Care Week will be held Jan. 27 
-Feb. 3, 1952; National Kraut and 
Frankiurter Week, Feb. 7-16; Na- 
tionally Advertised Brands Week, 
March 1-11 

These are among some 400 busi- 
ness promotion events, legal holi- 
days and religious days during the 
first quarter of 1952 included in a 
listing of special days, weeks and 
months issued by the Commerce 
Department's office of industry 
and commerce. 

As in previous years, the depart- 
ment will eventually offer a com- 
plete list of all promotions, holi- 
days and religious events for the 
entire year. 

In offering first quarter data at 
this time, the Commerce Depart- 
ment said the full list will not be 
in print until January, and that 
advance release of the first mate- 
rial was necessary for the conven- 
ience of advertisers, publishers 
and others 

The mimeographed first-quarter 
material may be obtained by writ- 
ing the office of industry and com- 
merce (trade association division). 
U.S. Department of Commerce, 
Washington 2, D.C 


BNF Begins Mat Service 
For Drug Stores 

A new mat service for retail 
druggists, consisting of six small 
space newspaper ads on brand 
themes, has been inaugurated by 
Brand Names Foundation Inc. 
BNF hopes to extend this free 
service to other retail fields, such 
as men’s and women’s wear and 
jewelry, within the next year, ac- 
cording to v.p. Nathan Keats. 

Advertisements are institutional 
in nature and emphasize the re- 
sponsibility, quality and good 
values back of manufacturers’ 
brands 


Research Co. Names Two 

Research Co. of America, New 
York, market research organiza- 
tion, has appointed Marquis Regan 
director of the marketing manage- 
ment division and Walter S. Stan- 
ley, formerly v.p. of T. J. Kauffeld 
Associates, New York, market re- 
search and analysis concern, di- 
rector of the management service 
division. 


Joins Canadian Publisher 


Alfred P. Darcei, Montreal ad- 
vertising man, has joined National 
Business Publications, Garden- 
vale, Que. He is engaged in the 
development of editorial presenta- 
tion in the company’s technical 
and industrial journals 


| “People Sell Better than Paper” 


You Can Cover 
Central New York with 
ONE Radio Station 


SOR ACIS 


NBC Affiliate. WSYR-AM- FM-TV—the Only | 
COMPLETE Broadcast Organization i in Central New York 


Headley-Reed, N No ational | Representatives 


se Fas ig sl ee ee ON i ee a eee | hoe 
Spe ae MRE: Cots } ' Se aan Bo ie Pa ae owe s 1S 2 ee os ia cep Teh Son |) Ps? eh + inp 
; oe Bes 1 eae. 7s ee = ee ee ee ag ie pings s 
Be at 
i* a 
3 = SS ee ex 
: es 1) i > 3 
= er 
— : a x 
. |] ee ia 
; Ak. liifge ee 
4 4 * . Lae . a q rey 
- A on . : . ee 
: ; \ ‘, ; ; oe 
: <i s ae Sa eee RA a V jemeaen (deh re 
lO ee ee a 
Z ks en ce eae. ete " pet ei ; a ieee? lees a 
; hae eee 
Pe @ 
ae 
Pt ‘ : 
° ° 4 = . 
a 
1 s 
4 
i r 
j 
a , 
vis 
4 ee 
bs: a i. 
“§ 5 
E. | \, 4 
si : 
ae ari 
* ; a is: -4 
a ci 
} ! < 
a 
ET . “ 
7 Pe i 
—_————— i be 
»” - 
, | 
po i 
| _——= 
} = = 
< | | —— ; 
: | | = iy 
= " 
| = y 
i | L I if ; 
: | , | itt 
: \ L | f 
¢ | — | "a 
| 7 | ; 
€ { 
9 | ee | ; 
; | ; 
x | — | ; 
i. | | ; 
P | |; | f 
a | | .. 
i | | = } 
> | | = 
: | iz | | 
A | | 
; } | 
z | Po | 
| a | 
: Cm SSS 


SIGN CONTRACT—Clearing up oa last minute detail in the contract signing by the 
Orange-Crush Co. as sponsor of “The Green Hornet’ over the Mutual network are, 
left to right: Charles C. Fitzmorris Jr., partner of Fitzmorris & Miller, Chicago agency; 
Forbes A. Ryder, sales manager of the bottling division, Orange-Crush Co., and 


Carroll Marts, central division manager of MBS. 


N. Y. Sidewalk Superintendents Sprayed 


With Perfume: It's a Promotion Device 


New York, Nov. 20-—-Snoopy 
sidewalk superintendents have a 
new hang-out these fine autumn 
days. They congregate at Lexing- 
ton and 48th St. where they 
watch construction of the first 
of a new chain of restaurants 
called Cobb's Corner 

But these on-lookers are differ- 
ent from the usual sidewalk su- 
perintendents. The Cobb's Cor- 
ner gang stands there and sniffs, 
sniffs, sniffs. 

The inhalants are intrigued by 
the newest attraction in sidewalk 
advertising—perfume 

It seems the Cobb's building 
operation is surrounded by a tall 
fence which is covered by a mural 
showing rustic scenes. But the 
mural houses a time mechanism 
which sets off a perfume spray 
every few minutes. People at the 
Corner insist the odor is reminis- 
cent of “the scent of country air.” 


® The perfume gimmick was the 
inspiration of Arthur Fisher of 
Van, Wood & Fisher, the company 
which will handle advertising for 
the restaurant chain. He 


esti- | 


mates the perfume thing set 
Cobb's back more than $4,000 

The expensive smell has at- 
tracted tremendous interest in the 
construction, says Mr. Fisher; more 
so than any other type of sign 
gadget 

Noses, says Mr. Fisher proudly, 
have become advertising’s newest 
medium 


Curtiss-Wright Boosts Gall 
Ronald S. Gall has been ap- 
pointed manager of public rela- 
tions for Curtiss-Wright Corp.., 
Wood-Ridge, N. J., and its divi- 
sions. He was formerly manager 
of public relations of the com- 
pany’s propeller division and has 
been with the company since 1930 


Cremer Joins Lang. Fisher 

John Cremer, formerly with 
Gregory & House, Cleveland agen- 
cy, has joined the radio-televi- 
sion department of Lang, Fisher & 
Stashower, Cleveland 


Young Promoted to V. P. 
Russel M. Seeds Co., Chicagc 

agency, has elected Russell Young 

account executive, as a v.p. 


*Run-of-paper 


NEW YORK .« Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div 
LOS ANGELES + Reilly Plostictype Drv 

SAN FRANCISCO - American Electrotype Div 


ELKHART + Advance Independent Electrotype Div 
NEW HAVEN + New Hoven Electrotype Div 


the coming giant 
of newspaper advertising 


More and more big name national advertisers 
find they can get sharper and cleaner color 
results using Bista Pre-Madeready mats, 
exclusive with Lake Shore. 


INDIANAPOLIS + Advance Independent Electrotype Div 


SEND FOR 


FREE 
FOLDER! 
Find ovt why! 


Lake Shore 


ELECTROTYPE CO. 
00 vn tr ec 7. 


THAT YOUNG WOMAN 


She's spending ... in 1950 she spent *3,700,000,000 of 
her own money. And what she spends of Dad's takes 
higher mathematics 

She’s open-minded . Today's newest and most ac- 
tive consumer, she is still forming brand preferences. 
Her product loyalty can be easily won. And, as wise 
advertisers know, the customer of 17 is a likely life- 
time customer. 

She’s older than you think .. She is, for example, 
more likely to marry at 18 thar. in any other year. 


She buys for herself, for her folks and for her future! 


Just one magazine reaches the spending 
power and molds the buying habits of the 


7,400,000 young women in their teens. 


eventeen 


New Vork: 448 Madiion Avenue, New York 22, N. Y. 
Western: 400 North Michigan Ave., Chicago 11, Ulinois 
New England: Statler Building, Boston 16, Massachusetts 
Pacific Coast: 9126 Sunset Blvd. Hollywood 46, Calif. 
Southern: Rbodes-Haverty Building, Ailanta 5, Georgia 


She's spending 
She’s open-minded 


She's older 
than you think 
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| Castigates AM 
‘Rate Timidity’ 


Boston, Nov. 20—Harold Fel- 
| lows spoke out against “rate-tim- 
idity” among radio broadcasters in 
a talk before the annual meeting of 
the first district of the National 
Assn. of Radio & Television Broad- 
casters here last week. 

Whenever broadcasters can show 
advertisers that they are delivering 
more to them than formerly, un- 
der existing rates, “then they 
should increase rates,” the NARTB 
president declared. Some stations 
with vastly increased audiences 
haven't increased their rates in| 
ten years, he noted. 

“Experience of well-operated 
radio stations shows that they lose 
little business by raising rates— 
usually not more than 3% to 5%,” 
he declared, “and the source of the 
scare among broadcasters is in 
not looking at their trade in a 
business-like manner. 


@ “It is an outgrowth of unorgan- 
ized and slipshod rate making,” he 
said. Mr. Fellows then offered a 
verbal bouquet to Paul W. Mor- 
ency, who was in the audience, 
for work done by him and the All- 
Industry Affiliates Committee, 
, which he heads, in challenging at- 
| tempts to devaluate radio. 

Co Rt: 7 Mr. Morency, v.p. and general | 
|manager of WTIC, Hartford, had | 
|recently blasted National Broad- 


— 
4 NO--Tetl/ actually we | casting Co.’s new economic plan 


} and announced his committee’s in- 
have over 40,000 square feet tention to make recommendations | 


|for research that will correctly 
evaluate radio in relation to other 
media 

“NARTB should be mixed up in 
this project,” he said, “if not on | 
its own, then in connection with 
the affiliates committee 


ee 


in a building we own and 


operate, devoted exclusively to 


vo MPguren sere 


servicing the advertising field. 
: Here you will find art, 
photography, ad-setting, 


cd 


CITY CLUB PARTY—T. E. Jackson (second 
oh 


, seems to enjoy a 


City Club of Dallas, in the club’s swanky new quarters. With him here are (I. to r.) 
John B. O'Hara, chairman of Dr. Pepper Co.; Tom C. Gooch, president, Dallas Times 


Herald, and George W. Briggs, v.p., Ist 


of the Dallas News. 


Advertising Age, November 26, 1951 


from right), Pittsburgh Plate Glass Co.'s 
party in his honor as president of the 


National Bank of Dallas and a director 


scram.” 

He said that the arbitrary deci- 
sion that afternoon time is worth 
exactly 50% of evening time was 
made 27 years ago and ventured 
that “60% to 70% of it is worth 
more.” 


® In placing part of the blame on| 
broadcasters themselves, he said| 
that “no greater thing could be 
done by the affiliates committee 
than to evaluate the worth of in-| 
dividual stations,” but only if the) 
stations followed through in re- 
vising rates accordingly. Despite | 
opposition, he urged “cornerstone | 
thinking” to raise the prestige of | 
radio and pointed out that, during 
1949, 67% of AM stations made 
a profit, while 75% were in the | 
red in 1950—“the third year -y 
television, when 40% of the U.S. 
was served by TV.” | 

No industry that made $116,000,- | 
000 in 1941 and tripled those prof-| 
its to $350,000,000 in 1950 can be} 
considered a dying industry, he | 
said. | 

Following Mr. Fellows to the 


| platform, Mr. Morency, in an ex-| will head the group in charge of 


| sound conclusions. . .and it is up to 


ing a quick dollar are doing harm 
to radio, he declared, “and it would 
be better if they gave up the ghost. 
But for those of us with faith in 
the radio business, it behooves us 
not to accept any philosophy that 
would impair radio broadcasting.” 

In reply to a question as to 
whether radio was in a race 
against time to complete research 
before its rate structure is demcr- 
alized, he said: “Time is impor- 
tant but not essential. Research, 
to be worth while, must be done 
at an orderly pace. 

“It is necessary to get the best 
brains working surely toward 


broadcasters to hold their ground 
in the meantime.” 


ABP Names 2 Subcommittees 
to Handle 1952 Awards 


Two subcommittees have been 
named to handle the 1952 contests 
for advertising in business pa- 
pers, sponsored annually by Asso- 
ciated Business Publications. Whit 
Merriken, v. p., Simmons-Board- 
man Publishing Corp., New York, 


Fig Institute's 
Annual Drive 
Gets Under Way 


Fresno, CAt., Nov. 20—The Cali- 
fornia Fig Institute has launched 
its 13th annual promotional pro- 
gram for California dried figs and 
fig products, jointly sponsored by 
per ton contributions from growers 
and packers on a voluntary basis. 

The newspaper phase of the 
drive, running through Christmas, 
promotes packaged figs in the prin- 
cipal markets on the East Coast, 
where competition with imported 
figs from Turkey, Greece and Italy 
is keenest. Three-column ads fea- 
ture the theme, “Insist on Califor- 
nia figs—it’s your guarantee of 
quality and cleanliness.” 

The second part of the fall cam- 
paign is directed toward institu- 
tional buyers, stressing the econ- 
omy and nutritive values of the 
smaller size Mission figs. Direct 
mail and trade publications are be- 
ing used, both offering free sam- 
ples to institutional buyers. A spe- 
cial recipe leaflet containing 12 
multiple unit formulas is being 
sent to schools, colleges, private 
charitable institutions and indus- 
trial cafeterias. 


8 Climaxing the promotion pro- 
gram next February will be the 
institute’s fourth annual “Fig Fes- 
tival,” a month-long drive pointed 
at fig cookies and allied bakery 
products. Tying in with this por- 
tion of the campaign will be an as- 
sociated item drive, jointly spon- 
sored by the California fig indus- 
try, the American Dairy Assn. and 
the International Assn. of Ice 
Cream Manufacturers. 

The California Fig Institute and 
American Dairy Assn. will run 
page and half-page color insertions 
in Ladies’ Home Journal, Parade 
Magazine, The Saturday Evening 
Post and Woman’s Home Compan- 
ion. Additional magazine, radio, 
newspaper and television advertis- 
ing is planned by fig cookie manu- 
facturers on both a national and 
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| photoengraving, color process be “We don’t consider the increased temporaneous speech, told the as-| handling advertising that appear- 
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costs of operation when we think| sembled broadcasters that “if you! ed in industrial, institutional and 


and electrotyping all under about radio rates,” Mr. Fellows] fee] that in 10 or 20 or 30 years| Professional publications during 


‘one roof and one management. 
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“six you can’t afford to miss the 


declared. “When publishers get a) radio will still be a great force, 
| 15% rise in cost of newsprint or} then we must continue to maintain | 
sign a new union contract, then} jts high level, and we must not ac-! 
they figure out new rates on that| cept any policy that will run our 
basis and offer them to advertisers income down so far that we cannot | 
and agencies, who say, ‘We've got operate efficiently.” 
Pontiac services. Call or write. to see them through.’ If stations 

) * : tried that now, they'd be told to go|@ Stations too interested in mak- 
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| Engraving & 
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812 W. VAN BUREN STREET 


HA ymarket 1-1000 © Chicago 7, Iilimors 


No other publication in Canada 
has this combination of impor- 
tant selling features—consistent 
coverage of a// English-speaking 
Canada—choice of different sec- 
tions at different rates — high 
tamily readership—proven dealer 
support and voluntary purchasers, 


the STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada 
U.S. ives: Word-Griffith Co. Inc, 


‘Product Distribution’ Starts 


the calendar year 1951, and Leo 
Williams, advertising manager, 
Retailing Daily, will head the 
group on merchandising publica- 
tion advertising. 


Product Distribution, published 
by Distribution Publications Inc., 
Cleveland, plans its first issue in 
December. A “king-size” publica- 
tion, it will have a circulation of 
15,000, including all classifications 
of industrial distributors. William 
W. Andrews is president of the 
publishing company, which has 
offices at 1720 Euclid Ave. Lee B.| 
Weyburn, 6171 N. Winchester 
Ave., has been appointed Chicago 
advertising representative. 


NARTB Names Stubbletield 


William T. Stubblefield, former- 
ly account executive in the station 
relations department of Associated 
Program Service, New York, has 
been appointed director of the 
station relations department of the 
National Assn. of Radio and Tele- 
vision Broadcasters, Washington, 
effective Dec. 1. He succeeds John 
F. Hardesty, who has joined 
Broadcast Advertising Bureau, 
New York, as director of local 
promotion (AA, Nov. 12). 


Island Creek Names Agency 


Island Creek Coal Sales Co., 
Huntington, W. Va., commercial 


coal producer, has appointed 
Stockton, West, Burkhart Inc., Cin-| 
cinnati, to handle advertising. 
Campbell, Reynold & Evans, Chi- 
cago, had the account previously. 


Stephen Goerl Issues Book 


Stephen Goerl Associates, New 
York, has issued a fourth edition 
of its 32-page, pocket-size book- 
let, “The Why and How of Busi- 
ness Paper Advertising.” Copies 
are available for 25¢ from the 
agency at 48 E. 43rd St. 


regional basis. 

Point of purchase material, in- 
cluding full-color displays, is be- 
ing prepared by the Fig Institute 
and the International Assn. of Ice 
Cream Manufacturers. 

The Los Angeles office of El- 
wood J. Robinson & Co. handles 
the institute’s advertising. 


Three Appoint Gerstman 

Gerstman Distributors, Los An- 
geles, recently organized whole- 
sale appliance distributing com- 
pany for southern California, has 
been appointed to represent Nata- 
lie Kalmus and Cinema television 
receivers, manufactured by Na- 
tional Electronics Mfg. Co., Los 
Angeles, and Jackson television 
receivers, manufactured by Jack- 
son Industries, Chicago. 


Detroit Co. Plans Drive 

Detroit Chemical Specialties Co. 
has announced an intensive pro- 
motional campaign for Detroit 
waxes, polishes and rubbing com- 
pounds. Betteridge & Co., Detroit, 
has been appointed to handle the 
program. 


Caloric Names G. W. Miller 

George W. Miller, formerly with 
Neal D. Ivey Co., Philadelphia, has 
been named advertising director of 
Caloric Stove Corp., Philadelphia, 
succeeding Ted Baral, who re- 
signed several months ago. 


Blattord Joins BBDO 

Ralph Blatford, formerly adver- 
tising manager of Employes Li- 
ability Insurance Co., Boston, has 
joined the Boston office of Batten, 
Barton, Durstine & Osborn, as an 
account executive. 


New Orleans Agency Bows 
James Aldige Jr. & Associates, 
New Orleans, advertising and 
public relations agency, has been 
organized and has opened an of- 
fice at 509 Pere Marquette Bldg. 
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Pre igus memory for all the family is that won- 


. . , 
derful moment at Christmas when some vers special 


gift brings the sparkle of sheer delight to youns eves, 


For millions of youngsters it is the thrilling climax 


to weeks of dreaming. hoping — and for the entire 


household it marks the happy ending of an eager 


search through advertisements. brochures. cata- 
logues for the one train. doll or other toy that fulfills 
the heart's desire. 


XFORD PAPERS 


an infinite variety of colorful Christmas sugeestions Help Build Sales 


makes the choice of each gift a pleasurable. excitine 


event in homes all over America. 


Oxford quality papers can add immeasurably to 


the attractiveness and sales appeal of your products 


because they are ideally suited for folders. cata- 


logues, brochures, wraps and labels. Specify an OXFORD PAPER COMPANY 
Oxford grade for your next printed promotion bry 230 Park Avenue, New York 17. N. 1. 


OXFORD MIAMI PAPER COMPANY 
85 Fast Wacker Drive Chiuage 1, il 


letterpress, offset, lithography, or rologravure, Mills at Rumford, Maine, and West Carrollton, Ohio 
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New York, Nov. 21—As of Nov. 
1, 1951, television rate cards show 
that the cost of placing a 20-sec- 
ond spot on each of 109 operating 
stations amounts to $15,149 (based 
on Class A, one-time film rates), 
the third annual study conducted 
by Peter B. James, manager of 
the Weed & Co. television depart- 
ment, reports. 

The survey shows that rates are 
up 10% to 20% in various classifi- 
cations over 1950 averages. On 
spot announcements, 86 stations 
list one rate for a minute or less; 
23 have a separate rate for one- 
minute and 20-second spots, while 
89 list the eight-second “ID.”” The 
Weed 1950 report showed only 46 
stations with a separate “ID” rate, 
as compared with 89 in 1951, 
which is proof of the growing im- 
portance of the eight-second spot. 


es Mr. James points out that set 
circulation increases are also re- 
flected with only 29 markets hav- 
ing under 100,000 television homes; 
28 have between 100,000 and 500,- 
000; four between 500,000 and 
1,000,000, and three areas top the 
million mark. Again using the fall 
1950 figures, 46 cities were under 
100,000; 13 were between 100,000 
and 500,000; three had between 
500,000 and 1,000,000 sets, and only 
one market had more than 1,000,- 
000. 

The following analysis is based 
on the Class A, one-time basic 
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Cost of 20-Second Spot on 109 TV Stations 
Would Be $15,149, Weed & Co. Study Finds 


|5 stations, $45 to $66 


seconds, 15 stations, $36 to $52 
(average $43.57). 

150,000 to 200,000: 6 stations, 
6 cities (Grand Rapids, Indian- 
apolis, Kalamazoo, New Haven, 
Providence, Schenectady). One 
hour, $480 to $750 (average $565) ; 
half-hour, $288 to $450 (average 
$339); one-minute or less, $90 to 
$132 (average $104.50); 8-seconds, 
(average 
$53.70). 

200,000 to 250,000: 6 stations, 3 
cities (Buffalo, Dayton, San Fran- 
cisco). One hour, $600 to $750 
(average $645.83); half-hour, $360 
to $450 (average $387.50); one- 
minute or less, $100 to $125 (aver- 

| age $116.75); 8-seconds, 4 stations, | 


FASTEST PRESS—Described as the fastest in the world is this new flot-bed, two-color 

printing press developed by W. G. Montgomery of Marietta, O., former president 

of the Miller Printing Co. The “Montimatic’ will print up to a 22x28” sheet, with a 

21'4x28” form, permitting bleed printing of a full 21x28” sheet. The press is designed 

for a maximum speed of 8,000 sheets per hour, with a total of 16,000 impressions 
on a two-color run. 


$30 to $60 (average $52.50). 
® 250,000 to 300,000: 10 stations,, New York, Nov. 20—Formation 
4 cities (Columbus, Milwaukee, | of a marketing committee and ex- 
Minneapolis-St. Paul, Washing-| pansion in scope of the functions 
ton). One hour, $550 to $850) of the public relations committee 
| (average $660); half-hour, $330 | have been approved by the board 
to $480 (average $390); one-min-| of directors of the Society of the 
| ute or less, 9 stations, $100 to $160/ plastics Industry here 
| (average $125.55); one-minute, 1| Heading the new marketing com- 
station, $110; 20-seconds, 1 sta-| mittee is Amos Ruddock, mer- 
tion, $100; 8-seconds, 9 stations, chandising manager of the plastics 
$30 to $80 (average $56.66). division of Dow Chemical Co. New 
300,000 to 350,000: 8 stations,| chairman of the public relations 
4 cities (Baltimore, Cincinnati, | committee is Edmund D. Kennedy, 
Pittsburgh, St. Louis). One hour, | advertising and promotion man- 
$650 to $850 (average $775); half-| ager of the plastics division of 
hour, $390 to $510 (average $465);| Monsanto Chemical Co. 
one-minute or less, 6 stations,) The changes in the society's 
$113.75 to $150 (average $132.29); | framework reflect a change in pol- 
one-minute, 2 stations, $125 to|/icy line with an important new 


‘Plastics Group Forms Marketing Committee 


Heretofore, the industry has had 
a basis of growth which can be 
directly traced to a rapidly de- 
veloping technology. 


® Now, facing an expanding pub- 
lic demand and increasing con- 
sumer acceptance, the organiza- 
tion sees a need for setting up more 
adequate distribution facilities and 
the development of suitable mar- 
keting techniques to handle the 
problems involved in plastics mer- 
chandising. 

Advertising problems, including 
cooperative advertising, the selec- 
tion of media and the marketing 
aspects of advertising, also will be 
high on the marketing committee's 
agenda. 


rate for film facilities. The low-|$150 (average $137.50); 20-sec-| trend in the industry’s activities. 

to-high rate range is given for|onds, 2 stations, $100 to $135) 

each group, together with the} (average $117.50); 8-seconds, 8| 

average. stations, $40 to $75 (average| Gutta Percha Names Dawson 
Under 20,000 circulation: 3) $55.55). | A. Peter Dawson has been ap- 

stations, 3 cities (Albuquerque,! 500,000 to 600,000: 3 stations, | Pointed assistant to the general 

Bloomington, Brownsville). One|1 city (Cleveland). One hour, sales manager of Gutta Percha & 


hour, $195 to $250 (average $215); 
half-hour, $117 to $150 (average 
$129); one-minute or less, $20 to 
$35 (average $28.33); 8-seconds, 


$750 to $800 (average $783); half- 
hour, $450 to $480 (average $470); 
one-minute or less, 2. stations, 
8-seconds, 


Rubber Ltd., Toronto. Mr. Daw- 
son has been associated with Gutta 
Percha for 15 years in various ca- 
pacities and after an absence of 18 


2 stations, $15 to $17.50 (average 
$16.25). 


® 35,000 to 50,000: 4 stations, 4 
cities (Binghamton, Jacksonville, 


months rejoins the company for 
special assignments in the engi- 
neering sales field. 


$165: 3 stations, $75 
to $80 (average $78.33). 


8 700,000 to 800,000: 5 stations, 
2 cities (Boston, Detroit). One| Stockwell Joins Loudon 
hour, $1,100 to $1,250 (average| Howard A. Stockwell Jr., for- 


Nashville, Phoenix). One hour, 
$300 to $325 (average $306.25); 
half-hour, $180 to $195 (average | 
$183.75); one-minute or less, $40) 
to $60 (average $49.69) ; 8-seconds, | 
3 stations, $24 to $29.25 (average 
$26.08). | 

50,000 to 75,000: 14 stations, 10) 
cities (Ames, Birmingham, Daven- | 
port-Rock Island, Erie, Hunting- | 
ton, Lansing, New rleans, Salt! 
Lake City, San Antonio, Utica). 
One hour, $300 to $500 (average 
$361.43); half-hour, $180 to $300) 
(average $216.85); one-minute or 
less, 11 stations, $50 to $90 (aver- 
age $51.57); one-minute, 3 sta- 
tions, $50 to $80 (average $63.33, ; 
20-second, 3 stations, $40 to $65 
(average $51); 8-seconds, 10 sta- 
tions, $25 to $60 (average $34.30). | 

75,000 to 100,000: 13 stations, 
12 cities (Charlotte, Greensboro, 
Houston, Memphis, Miami, Nor- 
folk, Omaha, Richmond, Rochester, 
Seattle, Tulsa, Wilmington). One, 
hour, $400 to $600 (average) 
$476.15); half-hour, $240 to $360 
(average $285.76); one-minute or 
less, 10 stations, $65 to $120 (aver- | 
age $87.50); one-minute, 3 sta- 
tions, $100 to $110 (average 
$103.33) ; 20-seconds, 3 stations, $75 
to $90 (average $81.66); 8-seconds, 
9 stations, $32.50 to $50 (average 
$38.04). 


8 100,000 to 150,000: 16 stations, 
11 cities (Atlanta, Dallas, Fort 
Worth, Oklahoma City, Johns- 
town, Kansas City, Lancaster, 
Louisville, San Diego, Syracuse, 
Toledo). One hour, $400 to $650 
(average $493.75); half-hour, $240 
to $390 (average $296.25); one- 
minute or less, 13 stations, $80 to 
$110 (average $91.08) ; one-minute, 
3 stations, $75 to $104 (average 
$89.66); 20-seconds, 3 stations, 
$60 to $78 (average $71.66); 8- 


|$250 (average $194); 20-seconds, 


$1,160); half-hour, $660 to $750|merly with Eddy-Rucker-Nickels, 
(average $695); one-minute a poy ee + nwency, has 
less, $200 to $250 (average $220);| °°" 2Ppointed an account execu- 
8-seconds, 2 stations, $75 to $100 prt “ sonry A. Lautan Adve 
“a ising, Boston. 
(average $87.50). 
900,000 to 1,000,000: 3 stations, | Hummell Boosts Greenlaw 
1 city (Philadelphia). One hour, H , Ton N fac. De 
$1,400 to $1,500 (average $1,466.-| ty fan Hummel inc., Den- 
66): half-hour, $840 to $900 (aver- ver, insurance managing company, 
, , é has promoted Jan Greenlaw to in- 
age $880); one-minute or less, 


| 


surance director, making her re- 
sponsible for all sales promotion 
In addition, she prepares all copy 
and is managing editor of the 
house organ, “Pen.” 


Perry Adds Rudolph 

Robert Rudolph, formerly as- 
sistant research director of the 
Associated Merchandising Corp., 
New York, a group of 25 depart- 
ment stores, has joined the New 
York sales staff of John H. Perry 
Associates, New York newspaper 
and radio representative. 


Fairbanks Joins ‘Tribune’ 

Charles M. Fairbanks, pre- 
viously a member of the advertis- 
ing staffs of the New York News, 
Sun and American Legion, has 
joined the national advertising de- 
partment of the New York Herald 
Tribune. 


$250 to $300 (average $283.33); 8- 
seconds, $125 to $150 (avercge 
$141.66). 

1,000,000 to 2,000,000: 11 sta- 
tions, 2 cities (Chicago, Los An- 
geles). One hour, $750 to $1,500 
(average $1,140.90); half-hour, 
$450 to $900 (average $689.09); 
one-minute or less, 6 stations, 
$200 to $325 (average $261.66); 
one-minute, 5 stations, $135 to 


5 stations, $90 to $230 (average 
$163); 8-seconds, 10 stations, 
$40.50 to $150 (average $112.55). 
® Over 2,500,000: 7 stations, 1 city 
(New York-Newark). One hour, | 
$800 to $3,750 (average $2,371.42); 
half-hour, $480 to $2,250 (average 
$1,422.86); one-minute or less, 2 
Stations, $775; one-minute, 5 sta- 
tions, $165 to $650 (average $383); 
20-seconds, 5 stations, $130 to $550 | 
(average $301); 8-seconds, 6 sta- 
tions, $80 to $387.50 (average 
$252.92). 


E. C. Atkins to Keeling & Co. 

E. C. Atkins and Co., Indian- 
apolis, has appointed Keeling & 
Co., Indianapolis, to direct adver- 
tising and merchandising of its 
complete line of industrial, mill 
and hand saws and files. Glenn, 
Jordan, Stoetzel, Chicagc, formerly 
had the account. 


Cobb to ‘Portland Journal’ 
Donald Cobb, free lance artist, 
has been appointed to do advertis- 
ing art work on the promotion art 
staff of the Journal, Portland, Ore. 


Starting December 1, 1951 
Greater Youngstown 


Welcomes 


NBC PROGRAMS 
THE MARKET 

33rd in Population 
34th in Eff. Buying Income 
'———39th in Retail Sales——' 


(Deote from SALES MANAGEMENT) 


THE NEW NBC MEDIUM 
5000 Watts « 50,000 Watts-FM 


WFMJ 


YOUNGSTOWN, OHIO 


Direct Pull 
Advertisers 


Will your 


ales 
go up 
or down 


in 1952? 


Sell your product na- 
tionally, regionally. We 
you how. Many 


show 
concerns grow bigger 
with the ad- 
vertising program. The 


Pp rope r 


right advertising agency 
can help make your 
advertising bring greater 
results. You 
more on all newspaper, 


pay no 
magazine, trade paper, 
radio and television 
advertising. You obtain 
powerful, action-com- 
pelling copy, tested 
sales-producing ideas, 
top-flight creative abil- 
ity, sound advice, indi- 


vidualized service, prov- 


| en media selection, 
capable business judg- 
ment and thinking. We 
offer 28 


specialized experience 


you years 
in planning, preparing 
and placing direct pull 
advertising that in- 
creases volume. If 


you want advertising 


tailor-made to your re- 
quirements and your 
business to go places, 


CONSULT 


Martin 
Advertising 
Agency 


Direct Pull Advertising 
15A East 40 St., New York 
Phone LExington 2-4751-2-3 
7 


Established 192% 


51 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ApVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company © Chicago ° Detroit ©¢ Atlanta °* LosAngeles °* San Francisco 
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Advertisin 


Feature Section 


g Age 


Failure to Quote Prices Is Disservice 
How About Your Guarantee? 


Give the Union the Facts 


The High Cost of Alterations 


THE NATIONAL NEWSPAPER OF MARKETING 


Needham, Louis & Brorby Hits ‘BigTime’ Billings 


But Keeps ‘Small Agency’ Atmosphere 


There are any number of characteris- 
tics which make Needham, Louis & Bror- 
by an “unusual” advertising agency, but 
the chief is undoubtedly this: 

It has grown from a relatively small 
agency to a relatively large one without 
sacrificing any of the basic principles 
which make it a “good place to work,” and 
without losing any of the regard in which 
it is held by other agencies 


® These principles include a deep-seated 
belief that an advertising agency must 
have stability and character; that it must 
embrace a group of individuals who are 
not only capable of performing their in- 
dividual tasks, but temperamentally fit- 
ted to work congenially with their fellow 
employes; and that its clients operate the 
kinds of businesses and are themselves 
the kinds of people who will contribute 
to fruitful, stable, congenial relations. 

Members of the agency are pleased that 
this year they will bill something over 
$15,000,000, a 37% increase over last 
vear’s $11,000,000, and that the agency 
now is billing at an annual rate of $17,- 
500,000 

Fut they are even more pleased that in 
26 years the agency has never discharged 
a single person because it lost an ac- 
count; that twice each year the entire 
staff gets a complete and detailed finan- 
cial picture of the agency operation; 
that all salaries are reviewed quarterly; 
and that “essentially people come to work 
for us because they like our attitude 
toward life. We think people who work 
are also human beings.” 


® The agency has been growing rapidly 
in recent years (it has almost tripled its 
billing in the past six years), and it can 
be expected to continue growing at a 
substantial rate. 

The management of the agency looks 
over prospective clients at least as care- 
fully as prospective clients look over 
Needham, Louis & Brorby. They are not 
interested in certain client categories— 
including such major advertisers as most 
automobile and radio-TV accounts—be- 
cause their advertising records are too 
unstable. They do not like the thought 
of ever adding personnel to handle an 
account and then having to let people 
go because the account has pulled in its 
promotional horns. 

What is now Needham, Louis & Brorby 
started on Jan. 2, 1925, as the Maurice H. 
Needham Co., with Mr. Needham, Mr. 
Brorby and a secretary. Before the first 
week was over, Otto R. Stadelman, now 
v.p. and director of media, had joined 
the staff. There were three clients—Eagle- 
Picher Lead Co., Illinois Merchants’ 
Trust Co., and Kaestner & Hecht Eleva- 
tor Co—and the agency wound up the 
first year with a billing of $270,000 and 
nine employes. 

Maurice Needham’s previous experience 
included eight years as an advertising 


agency writer and seven years as an ex- 
ecutive in the manufacturing field, in- 
cluding experience as an advertising man- 
ager, sales manager, and general mana- 
ger 

Mel Brorby and Maurice Needham had 
been associated together in the old A 
W. Shaw Co., publisher of System maga- 
zine. Then Brorby, attending the Univer- 
sity of Wisconsin (also the alma mater 
of Needham and Stadelman) became a 
lieutenant in the first World War with 
active service in France—followed by 
postgraduate work at the Sorbonne and 
Free School of Political Science, Paris, 
after which he traveled extensively in 
Europe and Asia. He returned to this 
country just as the new agency was be- 
ing organized and took his place in it 
as a writer. 

Otto Stadelman graduated in engineer- 
ing at the University of Wisconsin and 
took a fling at bookkeeping before com- 
bining both talents as a media director 
in the new agency. 


8 Clients and billing moved steadily but 
unspectacularly upward until 1929. John 
J. (Jack) Louis was handling the John- 
son Wax advertising at the Charles Dan- 
iel Frey Co. When he tried to locate a 
free-lance copywriter who had done some 
work for him, he found the copywriter 
had joined Needham’s staff. In attempt- 
ing to get him to do another job, Louis 
and Needham met, and Louis liked what 
he saw so much that in 1929 he joined 
the organization, brought the Johnson ac- 
count with him, and the name of the 
agency was changed to its present desig- 
nation. 

The agency grew steadily before the 
war, but it was still relatively small 
$2,439,000 in 1942. But then things began 


THE TOP PLANNERS—Here are the top brass and the plan board members of the agency. 
From left to right they are Melvin Brorby, Otto Stadelman, Bill Bager, Maurice Need- 
ham, John J. Louis, and Ray Fowler. Missing are Steuart Britt and Erwin Miessler, 
who is meeting manager. 
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to Lum, and the organization set out to 
transform itself inte a “big” organization 
without losing sight of the principles 
upon which it had been built. Expansion 
was planned thoroughly, with the pri- 


ing weekly written reports from each ac- 
count group for the plan board) which 
insure that unity prevails 

Needham, president, and Vice-Presi- 
dents Louis, Brorby, Stadelman and W. 


mary aims of stability and team play Raymond Fowler Jr. (supervisor on the 
always in sight. The agency operates Kraft and Johnson accounts), compose 
with a task force being assigned to the agency's board of directors. On the 
each account, but with variations (includ- management and operations side, Max 

Anwyl, secretary and treasurer, heads 


an operating committee which handles 
all routine and normal matters of ad- 
ministration, carrying out the policy of 
the board of directors 


s Heading up all creative activities is the 
plan board, whose members are Need- 
ham, Louis, Brorby, Stadelman, Fowler, 
S. H. Britt, v.p. in charge of research, 
and William P. Bager, v. p. in charge of 
creative services. Meeting manager of 
the plan board is Erwin A. Miessler, v. p 
in charge of production 

Functionally, the agency then breaks 
down into five units: creative services 
division, which includes art and copy and 
research, radio and television, embracing 
Chicago, Hollywood, New York and To- 
ronto operations; technical services divi- 
sion, including media, production and 
traffic; client contact division, which in- 
cludes merchandising and public rela- 
tions and publicity as well as account ex- 
ecutives; internal services division, em- 
bracing accounting and office manage- 
ment; and a training activities division, 
which includes the trainee program, 
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schools and clerical training. 

The plan board meets every Thursday, 
and oftener if necessary, and keeps a 
close touch on all activities, with each 
member of the board assigned as “plan- 
ning counselor” for a limited number of 
accounts with which he is especially fam- 
iliar. The operating group on each ac- 
count is a task force, working through 
the account executive and the plan board 
and comprising an associate executive on 
the account, and representatives of copy, 


‘ art, research, media, merchandising, ra- 


dio, production, traffic and public rela- 
tions and publicity 


@ One of the unusual characteristics of 
the agency is its constant effort to be 
adequately staffed. For example, by the 
end of the year, the agency expects it 
will need, and plans to have, 210 people 
to handle billings currently running at 
a $17,500,000 annual rate. Only by ade- 
quate staffing, it believes, can all its 
commitments to clients and to its own 
ideals of agency operation, be met. Most 
recently, it has been enlarging its re- 
search staff considerably. Steuart H. Britt, 
formerly of McCann-Erickson, now heads 
up as v.p. in charge of research, a staff 
which includes five Ph.D.s and is gen- 
erally acknowledged as unusually large 
and unusually competent. 

In line with this concept, the agency 
has operated a training program for many 
years, and currently has seven trainees 
in various departments. These are “be- 
ginners,” but there is also continuous 
training for all young personnel, includ- 
ing “Keene’s College,” a Saturday morn- 
ing lecture course started in 1946 by Joe 
Keene and designed primarily for junior 
staff members, but attended by many 
veteran staffers as well. Members of the 
staff make up the “faculty.” 


® An interesting fact about the agency 
is that, in spite of its recent sizable 
growth, it has only 15 accounts, several 
of which are relatively small, and several 
of its largest accounts—such as Kraft, 
Swift and Quaker Oats—are shared with 
One or more other agencies 

One of its two original accounts—-Eagle- 
Picher—is still with it. Macwhyte Co. has 
been a client since 1926, and S. C. John- 
gon since 1929. Phenix Pabst-ett joined 
the list in 1934 with cheese and salad 
products, and gave the agency its indus- 
trial products, also, the following year, 
when Wieboldt Stores also came in 

Kraft joined with Parkay in 1938, and 
subsequently added salad oil and mus- 
tard to the list. State Farm Insurance 
Companies entered the fold in ‘39, and 
Swift &'Co. joined the roster in 1941. 
Now NL&B’s share of Swift business in- 
cludes these items: ice cream and sher- 
bet, animal feeds, meats for babies and 
juniors, and a dozen other assorted prod- 
ucts, not to mention Derby Foods, an as- 
sociated plant of Swift which makes Peter 
Pan peanut butter and has been a client 
since 1942 


Peoples Gas Light & Coke Co., acquired 
in 1944; Morton Salt Co., in 1947; Quaker 
Oats Co., which brought corn meal and 
hominy products into NL&B in 1949, and 
this year added the entire Ken-L-Ration 
line; Cummins Engine Co., acquired in 
1950, and Household Finance Corp. and 
Marathon Corp., the most recent addi- 
tions 


® Most interesting, however, are the steps 
which the agency has taken to remain a 
close-knit unit and a “good place to 
work.” When Maurice Needham opened 
his agency, he owned all the stock, except 
for some preferred which he sold to 
friends and quickly bought back. Brorby, 
Louis and Stadelman were early stock- 
holders. Now, through a policy adopted 
in 1946, 67 of the company’s 183 em- 
ployes, as of Oct. 3, 1951, own common 
stock, and when Dec. 1 comes around 
the date on which stock is sold to eligible 
employes at book value each year—new 
names will be added to the list. 

Since all stock, including that of the 
partners, must be sold to the company in 
the event of severance, retirement or 
death, no one can build a vested interest 
in the company which endures beyond 
his working career. 

The agency also operates a profit-shar- 
ing plan, a group insurance plan, various 
health benefits and a pension plan which 
is heavily weighted in favor of lower- 
income employes. Maximum retirement 
income under the pension plan is $1,800 
a year, but an employe in the lower in- 
come bracket can get 24% of his an- 
nual salary, whereas at the $25,000 level 
it is only 7%. 

@ The most remarkable single instance 
of NL&B’s attitude toward employes, un- 
doubtedly, are the two meetings a year 
at which the entire staff is brought com- 
pletely up to date on the agency's finan- 


* 


|] DISTRIBUTION OF THE 1950 
|] GROSS INCOME DOLLAR 


ALL THE FACTS—One of the unusual characteristics of Needham, Louis & Brorby is that 
the entire staff gets complete financial details of the agency’s operation. Here comp- 
troller Howard Brenneman and treasurer Max Anwyl explain all about 1950 fiscal 
year operations to secretaries Celeste Conley, Ellen Mueller and Eve Daniels. Detailed 
balance sheets and operating statements are given to all staff members. 


cial picture. One of these meetings is in 
the fall, when current activities are re- 
viewed and estimates are given for the 
year which has not vet ended. The other 
comes late in January or early February, 
when complete returns for the fiscal year 
ending Nov. 30 are available 

At the meeting last January, for ex- 
ample, each employe was given (a) a 
detailed, readable, understandable bal- 
ance sheet; (b) a summary of financial 
including total billings, a 
a breakdown of expenses, amounts paid 
for salaries, profit sharing and pensions, 
earnings before federal taxes, dividends 


operations, 


— 
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CONTINUING TRAINING—“Joe Keene’s College.” an unusual operation in which classes are 
held on Saturday mornings during February and March for any staff members who 
want to attend, is extremely popular at NL&B. Here Hal Pierce of the production de- 
partment explains types and printing processes. Joe Keene is seated, third from the 
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to shareholders. etc.: (c) a detailed ex- 
planation of the shareholding situation. 

“Prior to 1946." Secretary-Treasurer 
Max Anwyl told the employes, “there 
were four shareholders. They were the 
founders of the business and owned 100% 
of the stock outstanding. It was planned 
from the beginning to sell stock to other 
employes, but it was felt this should not 
be done until the company was making 
money and would be in a position to pay 
dividends to those who invest their money 


s “Prior to 1946 no dividends had been 
paid on the common stock because the 
business was being built and it was neces- 
sary to invest money in additional talent 
and retain some money in the business for 
capital 

“On Dec. 1, 1946, stock was offered to 
the ten officers of the company, who pur- 
chased 2,704 shares—about 74%% of the 
stock. The following vear stock was sold 
under the plan to 24 employes who were 


officers, department heads, and all other 
employes who had been with the company 
for five years or more... 

“Last year the list of employes to whom 
stock was offered was expanded to in- 
clude all those whose positions entitled 
them to three weeks’ vacation...We now 
have 64 people in addition to the original 
common stockholders, who own stock.” 


® Book value of the stock, he explained 
(represented about 86% by cash, receiv- 
ables and similar items and about 14% 
by furniture, fixtures, and leasehold im- 
provements), has increased steadily from 
$2.67 per share in 1946 to $11.93 per share 
at the end of 1950. Since 1946 the stock 
has paid 6212¢ per share dividend, equiv- 
alent to about 9.5% per share on the av- 
erage price for 1946 through 1949. 

Mr. Anwyl also pointed out that the 
number of shares has been increased from 
500 in 1946 to 36,000 at present. and that. 
since “we approached Nov. 30, 1950, with 
fewer shares in the company treasury 
than were needed to carry on the plan, 
Mr. Needham and Mr. Brorby each sold 
to the company 900 of their shares. to 
make it possible for the company to sell 
shares to additional employes.” 

Needham, Louis & Brorby eschews tal- 
ent of the “star” type. It wants good men. 
competent men, and preferably brilliant 
men and women, but it doesn’t want 
prima donnas or rugged individualists 
who won't fit on its team. And it has been 
able to develop this type of organization, 
and with it a friendly and workable or- 
ganization which may not be unique in 
the agency field, but certainly is unusual 

Earle Ludgin, president of the Chicago 
agency of the same name, probably ex- 
plained the Needham, Louis & Brorby 
atmosphere as well as anyone had done 
it, when he wrote recently in ApverTISING 
AcE about his son’s experience in trying 
to find a job for himself in advertising 

Said Mr. Ludgin, in describing his son's 
quest for a job: 


s “At some offices they wouldn't talk to 
him at all. Then I began to get what 1 
call a worm’s eye view of agencies. . .They 
did talk to him at Needham. Louis & 
Brorby, and that weekend he was all 
aglow. ‘I don’t know that I have a chance 
there,’ he said, ‘but boy, would I love it.’ 
I asked why. ‘First of all, they’re all gen- 
tlemen. Three people talked to me and 
acted as if they were interested. And 
when I walked back to the copy chief’s 
office, I couldn't help noticing that there 
were books on a lot of desks. Jean Paul 
Sartre and stuff like that. Those people 
read. And I've been checking up on their 
accounts and their copy is darned good 


” 


too. 
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You Ought fo Know . 


When the directors of Farm Journal 
Inc. approved the election of Richard J 
Babcock as president, they tapped one of 
the few refugees from Madison Ave. who 
was ever a dirt farmer and made it pay. 

In fact, Dick Bab- 
cock once gave up mag- 
azine space selli:g to 
be a farmer—but be- 
fore that happened he 
had sold everything 
from auto parts and 
airline fares to maga- 
zine space. 

Dick was born in 
Blue Point, Long Is- 
land, Aug. 5, 1911. He 
was, in a sense, born to the advertising 
business. His father, Charles J. Babcock, 
was an executive of the George Batten 
Co., and became one of four executive 
vice-presidents when the agency merged 
to form Batten, Barton, Durstine & Os- 
born. Dick’s brother Philip, a partner in 
farming, is on Progressive Farmer's staff. 


R. J. Babcock 


e Dick grew up in the New York area, 
was educated at LaSalle Military Acade- 
my. He skipped college in favor of going 
to work, despite eminently satisfactory 
grades and the willingness of his father 
to send him to a university. 

Instead he went west in 1930, and 
worked for a year and a half for Dan B. 
Miner Co., Los Angeles, primarily on 
the Western Auto Stores account. Then 
he came back to the East, and went to 
work for Donut Corp. of America, where 
he spent three years in the engineering 
and sales departments, working on flour 
and prepared mixes. 

One day in 1934 Dave Danforth (now 
a BBDO executive v.p.) called Babcock 
and told him, “Dick, I think I've got just 
the thing for you. We've got a client in 
St. Paul—Northwest Airlines—and they 
should open a New York office, even if 
it’s off-line for now. You ought to go 
out there and sell them.” 


Salesense In Advertising ... 


Richard ]. Babcock 


Dick did. He became the first manager 
of the New York office, and did well 
enough that, in less than a year, Croil 
Hunter moved Dick to Minneapolis as 
sales manager. Babcock was then all of 
24. 


ws He spent a year in Minneapolis, at- 
tracted the attention of Tom Cardoff, ad- 
vertising manager of Farmer's Wife, 
which was then published there. On Feb. 
1, 1936, he joined the magazine's sales 
staff, and started traveling the midwest- 
ern states. 

He was transferred to New York in 
1939, and arrived in Manhattan on the 
day the merger of Farm Journal and Far- 
mer’s Wife was announced. “I wasn't at 
all sure I had a job,” he recalls. 

He was on the eastern staff for a couple 
of years, but left to join Family Circle 
as sales manager. Then his father died, 
the war began, and his family was en- 
meshed in a dairy farm they’d bought in 
Salisbury, Conn. And Dick went up to run 
the farm. 


es He ran it successfully—although it took 
him hours of work and months of learn- 
ing to do it. He was on the farm, stepping 
up milk production steadily, from 1942 
to 1946, when the family sold the farm at 
a profit. 

In 1946 he came back to Farm Journal's 
New York staff, and the following year 
was shifted to Philadelphia as advertis- 
ing manager. In 1948 he became a vice- 
president, and early last month the 
company moved him into the president's 
chair. 

He lives in Ardmore, in a house which 
backs up on the Merion golf course, on 
which he can often be found playing a 
game he describes as “mediocre.” In his 
new job he'll have, not just the Journal’s 
eight offices to supervise, but Pathfinder 
as well—neatly doubling his work load 
He now keeps three secretaries busy. 


‘Failure to Quote Prices Is 
a Disservice to the Public’ 


By James D. WOOLF 


A correspondent of mine, for many 
years the advertising manager of a large 
and successful department store, but now 
retired, writes to me complainingly about 
the failure of many advertisers in national 
media to quote prices. 

“I have always held 
to the view,” he as- 
serts, “that no adver- 
tisement proper 
advertisement unless 
it (1) defines the prod- 
uct, tells what it is; 
(2) explains the prod- 
uct, tells what it does 
in terms of benefits; 
and (3) states the 
price, actual or approximate. Every now 
and then I see an advertisement so vague- 
ly written, purposely or otherwise, that 
the reader is left in a fog about what 
the product is or does. . .That’s bad enough, 
but what is worse—because it is a dis- 
service to the reader—is failure to quote 
prices. Why don’t advertisers cut out the 
bombast and tell the people what things 
cost?” 


is a 


Jim Woolf 


8 Both as a consumer and as an adman I 
am in thorough agreement with what 
my correspondent says. I have aired my 
views on this matter before in this col- 
umn and I shall continue to do so in the 


I am familiar, as an old 
hand, with the reasons some advertisers 
refuse to quote prices in their national 
advertising, and I want to say once more 
that these reasons have no place in my 
philosophy of what makes salesense in 
advertising 


future. agency 


We are told that nearly everybody to- 
day has money jingling in his pockets; 
the people, it would appear, have never 
been so wealthy. Hence we must have 
heavier and heavier taxation to drain 
off the surplus cash that is bursting out 
at the seams of the American pocketbook 
I gather there is a notion in some quarters 
that the average family has little interest 
in what things cost. This idea, if anybody 
actually accepts it seriously, is nonsense 
If you are interested in figures, I suggest 
that you consult the formidable chart, 
put together by General Motors Corp.'s 
business research staff, which reflects 
the impact on income of price and 
tax increases. Today—more than ever be- 
fore in recent history—what my friend 
calls “a proper advertisement” must, so 
help me, state the price of the product 
the reader is asked to shell out his money 
for. 


Disagreement Among Advertisers 
There seems to be no agreement on this 

question of quoting prices in national 

advertising. As evidence of this, let us 


The Creative Man‘s Corner... 


from creative brains 


of interest 
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creation of an advertisement 
for the sake of exhibiting itself. 


Kraft Features Product Use 


Advertising ideas seem to spring with greater cogency from products than 
This ad for Philadelphia Cream cheese, for example, 
suggesting its use in the making of fudge, comes off the page with a great deal 
and requires little more than a straightforward presentation of 
the facts to attract attention and reading. 


MAKE NEVER-FAIL FUDGE IN 1S MINUTES 


It seems to The Corner that if more writers treated the product in a newsy 
fashion rather than attempted to turn verbal and illustrative cartwheels they 
could do a much more effective selling job. It is true that a writer is not always 
presented with a new and startling use of the product. But even so, the fact 
remains that the interest of the reader should be directed to the use of the 
product rather than the cleverness of the advertising presentation. 

This does not mean that craftsmanship should not be employed in the 


It does mean it should not be employed simply 


ere er ere rr rrr rrr rrrer. 


consider some of the advertising in the 
Nov. 12 issue of Life, which happens to 
be on my desk as I write 

On Page 5, for instance, I find a color 
advertisement for the Sunbeam Shave- 
master. The copy contains no information 
whatever about price. On Page 22 is a 
color announcement of the new Reming- 
ton 60 Shaver, and again not a single 
numeral about cost. 

On Page 18, on the other hand, I find 
a competitor who does not agree with this 
philosophy of withholding the price. The 
Rolls Razor informs the reader, frankly 
and courageously, that the price is “Only 
$15, no luxury tax.” 


® On Page 28 I find another advertiser, 
one of great experience, who makes capi- 
tal of the fact that the Simmons Beauty- 
rest costs “Only $69.50. Comes down to 
about 2¢ a night. (Matching Beautyrest 
box spring also $69.50.)" On the second 
cover I find another wise old advertiser, 
1847 Rogers Bros., telling the reader that 
the 66-piece set illustrated will cost him 
$99.75—for “a lifelong possession.” In 
agreement with this policy of quoting 
prices is Elgin National Watch Co.; on 
Page 61 its color advertisement illustrates 
six watches and states the price of each 
On Page 135 Le Coultre illustrates 14 
watches and clocks and gives the price 
of each, the highest $1,500, the lowest 
$99.50 

On Page 102 I find a General Electric 
vacuum cleaner ad that is in disagreement 
with the foregoing advertisers. Illustrated 
is Model AVC-815 “complete with caddy 
and ten attachments,” but the copy gives 
no hint of the price. Again, on Page 63, 
the Bendix automatic dryer ad makes no 
reference to the price of the product, its 
low cost of upkeep, etc. On Page 15 Dodge 
announces with great excitement its new 
‘52 creation, but its only cost “informa- 
tion” is the boast that “You could pay 
hundreds of dollars more and not get all 
this new "52 Dodge gives you.” On Page 
53 Nash proclaims that “the great Nash 


Ambassador” is “priced a good thousand 
dollars under the other fine cars,” but 
the reader is left with the frustrating 
problem of figuring out what this big an@ 
beautiful claim means, if anything. OB 
Page 162, returning to Sunbeam again, J 
find a color page portraying the Sunbeam 
Coffeemaster. This advertisement, in my 
judgment, is exceedingly attractive, but 
what'll you bet that it doesn't irritate 
countless readers because of its failure t® 
quote prices’ 

During 1951 I have been—with the 
help of sundry correspondents and asso- 
ciates—conducting a little consumer sur- 
vey on this price question. We now have 
expressions from 150 persons, a small 
sampling, to be sure, but adequate enough 
to provide a bit of food for thought. A 
typical reaction to advertising that with- 
holds prices is this one: “When the price 
isn't given I assume it is so high that the 
advertiser is afraid to state it. Omission 
of prices always arouses in me a feeling 
of resentment a suspicion that the 
advertiser is playing tricks on me. I am 
equally annoyed with the merchant who 
displays his without price 
tags in his windows.” 


and 


merchandise 


No Sensible Reason 
for Not Giving Prices 


Advertisers object on several counts to 
quoting prices in national advertising. One 
is that the prospective purchaser should 
see the product, fee] it, manipulate it and, 
most important of all, be exposed to over- 
the-counter salesmanship, before the price 
is revealed. The philosophy here, in other 
words, is to withhold the “bad news” as 
I personally do not go 
along with this in most situations, It’s not 
a good will building procedure, for one 
thing. For another thing, over-the-coun- 
ter salesmanship is a myth (Salesense, 
AA, June 11). Retailers, from the little 
specialty shops to the big department 
stores, almost invariably quote prices of 
everything they advertise except in very 
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special cases. If there is an advantage 
in withholding prices until the retail clerk 
has exercised his wiles, the department 
stores haven't learned it yet. (What a 
public outcry we'd hear, incidentally, if 
department stores, supermarkets, and 
other large retail outlets were suddenly 
to abandon the policy of giving prices 
in their daily newspaper advertising!) 
Another objection is the fact that often 
prices of nationally advertised goods are 
not uniform among retailers. A given 
product, depending on the pricing policy 
of the store, may vary in its cost one way 
or another. Consumers—and_ especially 
shopping-wise housewives—are thorough- 
(An as- 
sociate of mine in Denver recently priced 
Chase & Sanborn instant coffee in 40 
stores. He found it selling for 45¢ to 48¢ 
in some stores and for 54¢ to 59¢ in 
thers; there was no uniformity whatever, 
a condition understood and accepted by 
housewives everywhere.) Therefore, as 
I see it, lack of uniformity is no reason 
for not stating an approximate price, as 
some advertisers are now doing. Isn't it 
probable that the reader will like you 
better if you give your price as “About 
$7.50" than if you give no price at all? 


ly accustomed to this situation 


Employe Communications... 


Occasionally a motor car advertiser 
girds up his loins and comes right out 
with his price. Packard did it in a color 
page recently. It is true that automobile 
prices are not uniform from coast to coast, 
but doesn't everybody know and accept 
this? I have never had it explained to 
me why it isn’t both smart and practical 
to include prices in motor car copy. On 
many kinds of merchandise the public 
is accustomed to such explanations as 
“Slightly higher in South and West.” 

There is no salesense at all, from where 
I sit, in the recent Willys color advertise- 
ment that exhorts the reader to “Save 
up to $400 when you buy a station wagon 
..Willys is the buy—hands down!” But 
here’s the clincher—‘“Willys costs up to 
$400 less than other, full-size station 
wagons!” Failure to include the price 
even an approximate one—in the copy 
seriously impairs the credibility of the 
claims in this advertisement, as I see it 

(1) What it is; (2) what it does; (3) 
what it costs—there you have, as my 
correspondent suggests, the perfect recipe 
for the “proper advertisement.” 

Failure to include what it costs is, as 
he says, “a disservice to the reader.” 


Let the Union Know the Facts 


By Roserr NewcomMs AND MARG SAMMONS 
rhere are no holds barred in employer- 
@mploye communication, and common 
gense is the referee. If the president of a 
Company felt that the interests of the 
@rganization would be best served if he 
fesigned in favor of the president of the 
focal union, there would be no legal 
barriers to saying so. The board of di- 
fectors might even agree with him. If the 
@uthor of supervisory newsletters wants 
to widen the circulation ot his weekly 
Gommunique to include union representa- 
tives, there’s no law saying he can’t do it. 
Now, as a matter of fact, that is pre- 
Gisely what the author of a weekly news- 
letter to company supervisors is doing, 
and has been doing for some time. He 
distributes it not only to every supervisor, 
but to each union representative with 
which the company has any dealings 
leave 


6 This would 


Management people aghast. Those in in- 


procedure many 
dustrial relations often spend a lot of 
time seeing to it that union agents get no 
wind of what's going on in the front of- 
fice. They exercise great care to avoid 
leaks, and the channels with which they 
get top secret statistics out to their super- 
visors is as dark as the Tunnel ot Love 

Our unusual friend—an industrial re- 
lations man himself—figures it this way 
The union is going to get this informa- 
tion come hell or high water anyway. 
There is no such thing as privacy. If 
they're going to get it, let them get it 
straight. And let them get it directly 
from us, right out in the open 

The letters are short—rarely over a 


single page, one side—-and the sentences 


are simple and easy to understand. Some- 
times the contents appear to be a com- 
plete disclosure of a delicate upper-level 
policy. Often production figures are used. 
After all, these letters are principally for 
the information of supervisors, who are 
expected to pass along what they consider 
important to those in their jurisdiction. 

“Hear! Hear! come the cries of the 
skeptics. “The rank-and-file employe can 
get his information, then, just as quickly 
from the union representative as from 
his own supervisor. Isn’t that bad?” 


® The answer is: “What's bad about it?” 
The information is official. It’s straight. It 
isn't half truth and half rumor. It hasn't 
been distorted by the grapevine. What 
difference does it make by whom it is 
relayed? 

There was some feeling among mem- 
bers of company management that the 
union would use information in the letters 
at the bargaining table. It was feared that 
figures the company had cited would be 
exhumed and used against it. It has never 
happened. On the contrary, the union 
people have gained “a better understand- 
ing of the problems and objectives of 
management and often work harmonious- 
ly with us because they realize in what 
direction we are all headed.” 

The supervisors do not resent sharing 
information with the union people be- 
cause the very procedure of distributing 
the letters to union men lifts the veil of 
secrecy. It lowers the wall of suspicion 
between the supervisor on the one side 
and the union steward on the other—they 
both have access to the same facts. Fan- 
tastic or not, the thing is working. 


The Eye and Ear Department... 


It's a Circus 


One wonders, listening to NBC’s “The 
Big Show”—Sundays, 6:30 to 8, EST—just 
how it happened. The Creator, when he 
decided on the Milky Way, wasn’t more 
lavish with stars. But on top of the stars, 
NBC thas added writing talent which—if 
you like the Insult School—is just about 
the best 

Paley’s Raid, plus television, probably 
had as much to do with the creation of 
“The Big Show” as anything. It is Broad- 
way, Hollywood and radio all rolled into 
one. And, contrasted with its beginning, 


it is really rolling these days. 

Tonsillar Tallulah is “The Big Show's” 
emcee and her booming voice—which can 
run the scale from low G to middle C— 
dominates the proceedings. She dishes up 
stars like your best date offering you a 
box of bon-bons—Fred Allen, Ethel Mer- 
man, Shirley Booth, Jimmy Durante, 
Frank Sinatra, Margaret Truman and just 
about anybody else you might like to hear 
from. 

“The Big Show” is an obvious attempt 
to hold the Sunday evening audience for 


: ae 4 e RY iy 
as : Ph. ee 
NBC—come Benny, TV or the atom bomb. 


And nothing seems to be spared in this 
attempt. It reminds you very much of a 
Roman circus—in more ways than one 
For, despite the lavishness of the show, 
you realize the pull of TV and its strangu- 
lating growth. “The Big Show” might be 
good competition for Benny—but against 
TV? Unfortunately, for all its talent, “The 
Big Show” can’t be seen. Although, may- 
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be, one of these days it might. It should 
make excellent television. 

‘The Big Show” has several sponsors— 
Reynolds Metals, Anacin, American Chi- 
cle and Chesterfield. Like other multi- 
sponsored shows on both radio and TV, 
no one single sponsor seems to get a break. 
It may be cheaper for the individual spon- 
sor but one can’t help wondering if it’s 
as effective as a fully sponsored show. 


Mail Order and Direct Mail Clinic... 


Is Your Guarantee Doing the Job? 


By Wuitt NORTHMORE SCHULTZ 

How is your guarantee? 

Are you using a guarantee on all your 
direct mail? 

Are you including a guarantee in your 
mail order advertisements? 

If you're not, you're losing sales each 
day. 

Today’s mail order shopper looks for 
the guarantee before buying. She wants 
to know if her order will be handled 
promptly. And, when she receives the 
product she wants your promise in writ- 
ing that, if she’s not delighted with her 
purchase, she may return it for refund. 

Now it’s one thing to have a guar- 
antee printed on your direct mail adver- 
tisements; it’s quite another to back up 
a guarantee. 


@ There are some firms, for example, 
that claim their merchandise is guar- 
anteed. But when it’s returned, there’s 
a lot of quibbling about whether a re- 
fund is to be made. And, should a refund 
be agreed upon, many of these firms do 
a bit of dodging and offer credit certifi- 
cates, or stamps, or some other form of 
“refund” without actually returning the 
cash amount sent by the customer. 

It is guarantees like this that weaken 
the mail order business and cause po- 
tential mail order buyers to shy away 
from shopping by mail. 

I maintain that if you're planning to 
remain in the mail order business longer 
than a few weeks, you've got to have a 
strong guarantee, and then you've got to 
do exactly what your guarantee promises. 

There are many ways to word your 
guarantee. 

You can say, simply: “Satisfaction 
Guaranteed or Your Money Back.” 

But, in today’s market, the mail order 
buyer, in my opinion, wants a “plus” 
guarantee. 


Tips for the Production Man... 


For example, if the product you ship 
arrives broken or damaged, and the cus- 
tomer complains and requests a new one, 
you should immediately send a new and 
perfect replacement, more carefully 
wrapped, by return special delivery mail. 

Service like this pays off in re-orders— 
the lifeline to greater sales in mail order. 

If you can satisfy your customer with 
his first purchase, he'll return, and he'll 
buy again and again. And profits are made 
on reorders 

Thus, in a “plus” guarantee, you may 
say, “SATISFACTION GUARANTEED OR MONEY 
REFUNDED. SHOULD YOUR PURCHASE NOT 
REACH YOU IN PERFECT CONDITION, WE'LL 
SEND YOU A REPLACEMENT IMMEDIATELY 
BY SPECIAL DELIVERY.” 

To go a step further in assuring your 
mail order buyer that he’s getting top 
value and top service when he buys from 
you, you can offer two other “plus” state- 
ments to your guarantee, and I know your 
sales will improve as a result. 

Here, in my opinion, is a good, honest, 
completely sincere, and order-bringing 
guarantee: 

“SATISFACTION GUARANTEED OR YOUR 
MONEY REFUNDED AT ONCE BY RETURN AIR 
MAIL, SHOULD YOUR PURCHASE NOT REACH 
YOU IN PERFECT CONDITION, WE WILL BE 
PLEASED TO REPLACE IT IMMEDIATELY WITH 
A NEW ONE SENT TO YOU BY SPECIAL DE- 
LIVERY. AND, YES, TO FURTHER SERVE YOU, 
WE OFFER TO PAY THE POSTAGE ON THE DAM- 
AGED PRODUCT YOU ARE RETURNING. Our No. 
1 DUTY IS TO SERVE AND SATISFY YOU.” 

If you can offer a guarantee like that, 
and then live up to it, your sales by 
mail will improve, for the shop-by-mail 
buyer is wary, and he demands a guar- 
antee that means complete, quibble-free 
action and satisfaction. 

Take another look at your guarantee 

Are you giving it the “plus” features 
that will increase sales? 


The High Cost of Alterations 


By KennetH B. BUTLER 

A reader writes in to take issue with us 
on the subject of widow lines. One of his 
arguments, good, if true, is that typesetters 
get rich on alterations 

Quite the opposite is true. Most com- 
posing rooms would make money if they 
were able to recover fully the cost of mak- 
ing alterations. Alterations are an econ- 
omic waste which touch the pocketbook 
of customer and typesetter alike. Because 
alteration charge is a touchy subject, most 
typesetters bend over backward in min- 
imizing their charges for alterations. 

Without further comment I will list the 
principal causes of having to reset type: 

1. Errors in typing of copy, indicating 
lack of thoroughness in copy reading and 
editing. 

2. Over-edited copy, which should be 
retyped 

3. Illegible handwriting in written-in 
copy. 

4. Failure to mark type size or family 
properly, or to indicate type style ac- 
curately 

5. Change of mind by authors and 
writers. 


6. Editing copy after it is set in type. 

7. Changes because of new facts or de- 
velopments. 

8. Changes by the “boss.” 

9. Alterations to avoid widow lines. 

10. Alterations to make the copy fit the 
space intended. 

11. Resetting to accommodate type run- 
arounds. 

12. Alterations to insert an initial letter. 

13. Wrong or inconsistent spelling of 
proper names. 

14. Resetting to break up inte shorter 
paragraphs. 

15. Resetting to a wider or narrower 
width. 

16. Insertion of bold face, capitals, or 
italic type. 

17. Change of mind about type size 
or family. 

18. Insertion of additional facts. 

19. “Killed” type: type set but not used. 

20. Change of type alignment (such as 
a change from flush left to centered, etc.). 

21. Change from tabular form to run-in 
style 

22. And printers’ errors, which should 
not be charged as alterations at all. 
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Continuity of U.S. Retail Sales Circulation 


and Advertising Pages 


6% —— — 
1 | a ee ee: a on ~ . | ' cal 
JAN FEB MAR APR MAY JUNE JULY AUG SEPT ocr. 
...U.S. Retail Sales. 3-year average 1948-50 he z 
_—ABC Circulation. 7 leading magazines 5-year average 1946-50 an 
Advertising pages. 7 leading magazines 5 year average 1946-50 ae 
Magazines Included: Good Housekeeping, Ladies’ Home Journal, re 
McCall's, Woman's Home Companion, Better Homes & Gardens, “a 
Life, Saturday Evening Post cM 
TET CIES - PT oP ae a ee res 
pee» arth cn bes = 
Study this chart. Measure your present or — completely off the beam — January, Febru- 
proposed advertising schedule against it. ary. July and August—Good Housekeeping 
: . offers a discount of 7'2°% 
Although retail sales and magazine circula- ‘ (20. 
tion are relatively constant, advertising has If you will help us level out our manufae- 
illogical peaks and valleys. turing costs in these months, we will pass 
To help advertisers maintain a continuous the savings on to you, thus helping you to 
program of selling. Good Housekeeping has maintain continuous, vear-around selling, con- 
developed an incentive continuity plan to sistent with proved sales patterns. 
bring advertising more inte line with the — When you make calls, you make sales. 
facts of selling. Make more calls more often and you cannot 
In the “advertising” months that are so fail to sell more goods. Our continuity plan 
helps you make those important calls. 
‘ : " 
; 
sEKEEPING 
GOOD HOUSEKEEPING 
The Homemakers) Bureau of Standards 
Sth Avenue at 57th Street, New York 
WOMEN 
. influence 85% of all purchases of consumer goods 
| ... are beneficiaries of 80% of all life insurance 
. inherit 70° of the estates left by men 
f ... own 66% of all privately owned government bonds 
} ...own 50% of all privately owned stock in corporations 


hold 65% of the accounts in mutual savings banks 


Women buy... when vou buy, buy women! 
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Information for Advertisers 


No. 4173. How Farmers Buy Appli- 
ances. 

“Farm Electrical Customers 
Their Buying Habits and Attitudes 
Toward Retailers” is a new book 
based on a joint study by the Farm 
Electrification Bureau of the Na- 
tional Electrica! Manufacturers 
Assn. and Country Gentleman 
Brand preference is by all odds the 
most important factor in the farm- 
er’s selection of equipment, with 
price and trade-in deals of almost 
no significance 


No. 4178. New Typo House Organ 
Mercury Typesetting Co., Chi- 
cago, has introduced “The Mercury 
Messenger”-—a newsy house organ | 
with typography and per- 
Of particular interest | 


dealing 


sonalities 


the October issue, giving dates of 
al] the major shows and the citie 
in which they will be held during 


1952 the 


from the 


These range al way 


various appliance show 


to the popcorn show 


No. 4179. Roofing and Siding Busi- 


re Ss 

“A Market Report on the Roof 
ing ind» «Siding Industry the 
Products Contractors Handle,” is 
the title of a new study issued by 
American Roofing & Siding Con 
tactor. Included are results of a 
s¥rvey recently ¢ompleted by the 


PUblication of its readers as to the 
pFeducts they deal with, together 
With severa] pages of market sta- 
tistics 

No. 4180 


Hospital Coverages Dis- 


cussed 
“You Write the Ticket” is a 
new folder offered by Hospital 


Management dealing with the vari- 


oWs types of circulation available 
im the hos pit il market. It describes 
Note 


the various services offered 
Hospital Management and offers 
the several recent surveys made on 
particular subjects 
No. 4181. Quick Study of Printing 
Business 

Graphic Arts Monthly offers a 
new “Market Coverage Analysis” 
of the integrated graphic arts in- 
dustry, which lists state-by-state 
tabulations of the productive 
equipment operated by every 
known private and commercial 
graphic arts plant in the country 


No. 4182. Full Picture on Shopping 
Papers. 

The Controlled-Circulation 
Newspapers of America Inc. offers 
latest “Controlled-Circulation 
Newspaper Rate & Data Guide”— 
an SRDS-type book giving full in- 
formation on shopping papers in 
25 states. Circulation available to 
national advertisers through these 
media is approximately 4,500,000 


its 


No. 4171. Data for Fort Worth. 
The Fort Worth Star-Telegram 
iffers a new market map, in the 
form of a file folder, giving media 
data as well as information on re- 
ail population, families, 
buying income, family coverage, 
ete., both for the city and for the 
surrounding 100 counties 


sales, 


No. 4174. Study of Weapons Mar- 
ket. 

Ordnance offers an informative 
new booklet telling what the Army 
and Navy are buying in the way of 
artillery, ammunition, motor ve- 
hicles, electrical equipment, etc 
Purchasing and procurement of- 
fices are listed, and media data 
round out the picture. 


Inquiries for the items listed above will not be serviced beyond Jan. 7. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St.. Chicago 11, Ill. 


please print or type) 


COMPANY 
ADORESS ........... 
City & ZONE 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


be a a ae 


by | 


Rates 
1 


90¢ per line, minimum charge $3.60. Cash with order. 
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HE A RTISING MARKET PLAC 


Figure all cap 


ines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. | 


HELP WANTED 
SALES EXECUTIVE 
Employment Manager. One who selects 
and employs sales personnel. An expe- 
rienced sales executive whose judgment 
of sales talent is top qualification. You 
will travel almost continuously through- 
out the middle west. Headquarters in 
Chicago. Your duty will be to locate and 


employ new sales talent to sell retail 
grocers through which process you will 
replace weak sales personnel. You must 
submit substantial proof of your record 
of superior judgment in the art of se- 
lecting salesmen. Applications and in- 
formation submitted treated strictly con- 
fidential. Permanent position. Salary, ex- 
penses and bonus plan worthy of a top 


trade sales executive. You will represent 
a large successful food manufacturer. No 
active selling and training of personnel 
required of you 

Box 4136, ADVERTISING 

200 E. Illinois St., Chicago 

WANTED: ADVERTISING 
If you are in a manufacturer's 
ing department now are 
the next step up—here’s an opportunity 
tailor-made for you Unusual central 
Ohio Agency needs assistant account ex- 
ecutive for wide variety of assignments 
ind much “sell” copy writing. No begin- 
ners job, this position carries bonus and 
excellent working conditions. Send com- 


AGE, 
11, Hl. 
MAN 
advertis- 


and 


plete resume, photo and salary require- 
ment. Reply 
Box 4137, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-Layout- 
Radio-TV-Production and Salesmen. 

— HONES COMPANY 


14 E. Jackson Bivd Chicago 4, Ill. 


looking for | 


Art Service with good active accounts 
seeks top salesmen for expansion. fully 
staffed and representing top illustrators 
we're equipped to handle all phases of 
advertising art. Partnership considered 
Box 4149, ADVERTISING AGE, 

11 E. 47th St., New York 17, N. Y 
EDITORIAL MAN for business magazine 
all around experience needed in writing 
lay-out and production details, Initiative 
and resourcefullness is necessary. Position 
points toward managing editorship. Give 
full details, age, experience, salary, et 

Box 4150, ADVERTISING AGE, 

200 E. lilinois St., Chicago 11, Ill 


POSITIONS WANTED 
ART & PRODUCTION 
DIRECTOR 

with eight years experience | 
in automobile field. Organizing and pro- | 
ducing Sales campaigns, Catalogs, 
erature, Posters, Direct Mail, Sales 
Public Relations, and Parts and | 
ories promotions amounting between 4) 
and $5,000,000.00 yearly. Capable of esti- | 
| 


Available 


mating costs, planning budgets, and pre- 
senting programs to management 
Presently employed and looking for posi- 
tion with greater future. Age 34 years, 
Salary Open. Replies confidential 

Box 4141, ADVERTISING AGE, 

200 E. Llinois St., Chicago 11, lll 
PUBLIC RELATIONS OR ADVERTISING 
Position with established firm or agency | 
west of Rockies. Age 30 with nine years 
experience, five as newspaper and radio 
executive. Now V.P. and manager of 
radio station Top references Perma- 
nence and opportunity in medium sized 
city preferred. Personable, good speaker, 


good appearance. Know sales and pro- 
motion. Married 
Box 4148, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill 


ACCOUNT EXECUTIVE: We have a most 
interesting profit sharing arrangement 
to offer the right man who controls pres- 
ent billing and who is qualified to work 
with our organization on developing new 
business. This young Chicago Agency is 
well staffed and fully recognized. Give 
detailed information in first letter, Our 
people know of this ad 

Box 4138, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
LAYOUT ARTIST—An artist with a cre- 
ative imagination to interpret ideas for 
magazine and newspaper ads, and liter- 
ature will find a varied opportunity with 
a manufacturer. At present, advertising 
agencies submit layouts but at times do 
not have the right spark to put the 
zing in the ad as desired. You would not 


only be an initiator of ideas for our own 
production work, but would counsel on 
improvements in the work produced in 


outside studios 

Please write, giving breadth of experience 

in durable consumer goods field, current 

income, availability to locate in Chicago 
Box 4147, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 


GEORGE WILLIAMS—PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 
ADVERTISING SPACE SALESMAN 


Wanted by one of America’s leading trade 


| papers who is looking for man to add to 


DECISION-MAKING LEVEL"’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
it the decision-making levels.” Cor- 
rect! That's why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 


once! 


its Eastern sales staff. Successful space 
eunsseenetecenensepenesssnsoesnemnnqntenebetnianactneinsesensanniinion selling experience is essential. We will 
keep your confidence naturally Write 
is fully. 
STATE snssssossssserneseseoeneeeees Box 4139, ADVERTISING AGE, 
11 E. 47th St, New York, 17, N. ¥ 
a SPACE BUYER WANTED 
“A. A. REACHES MEN AT By Chicago office of NATIONAL AAAA 


agency. Must have 4 or years actual buy 
ing of publication space. Salary commen- 
surate with ability and experience. Give 


complete business history and personal 
data 
Box 4140, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


Copy Writers Wanted. Senior and Junior 
Men or women. Permanent. Exceptionally 
good working and living conditions for 
families. No commuting. Fast growing 
agency. Write full details in first letter 
Everett D. Biddle, Biddle Advertising, 
Bloomington, ll 

Sales Promotion Executive. Man or wom- 
an for mail order division large auto 
seat cover mfr. Write J. B. Morrissey, 
Paul Grant, Adv. 520 N. Michigan, Chica- 
go, Il 


OF INTEREST TO YOU — | 
16 years executive experience in the! 
FOOD . . BEVERAGE .. and PACK- 
AGING FIELDS qualifies me to do an| 
outstanding job for you as a Sales 
Manager, Account Executive or Ad-| 
vertising Manager. | 
Box 8018, ADVERTISING AGE | 
11 £. 47th St.. New York 17,N.Y. | 


| Ill, 


...A& LEAK IN THE PLANNING DYKE? 
. Need creative art direction and prod- 
uction that really “holds water’? Here's 
a (spark) plug to fill the gap in your or- 
ganization! Write today for resume of 
experience or for personal interview. 

Box 4143, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL. 
ARTIST. 17 years experience newspaper, 
large printer, 4 A agency. Does layout, 
Cartoons, retouch, Prod. Ideal man 
to Start, Direct or work in small art Dept. 
Cleve. or Pittsburgh 

Box 4144, ADVERTISING AGE, 
Ill. 
- Experience 


200 E. Illinois St., Chicago 11, 
PUBLIC RELATIONS MAN 
in political campaigns, newspaper and 
organization work. Headquarter in Buf- 
falo, free to travel when necessary. Na- 
tional organization. Detail experience, ref- 
erences, salary 

Box 4145, ADVERTISING AGE, 

200 E. Llinois St., Chicago 11, Il. 

PUBLIC RELATIONS DIRECTOR 
PR agency account executive experienced 
in plastics, home furnishings, music and 
transportation industries; trade shows and 
associations; and product promotion, 
seeking new Chicago connection. Eight 
years newspaper experience. Age 37. Sal- 
ary $9,000 

Box 4142, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


WANTED 
A MID-WEST AND WESTERN 
REPRESENTATIVE 


Long established publication serving 
the music club field nationally, has 


| opening for live wire, in these two ter- 


ritories. 
Excellent opportunity and proposition 
for the right men. 
Reply giving full details to 
Box 8012, ADVERTISING AGE, 
11 East 47th St.. New York 17, N. Y. 


BUSY? FORGET A DATE? 
It’s embarrassing to forget an im- 
portant birthday, anniversary, or other 
event. Often costly too! Let us re 
member them for you. Just jot down 
up to ten dates you want to be re- 
minded of during the year, enclose a 
dollar with “u 


your 
mind you in pienty of time 
MIN-M 


€ 
BOX 84 — DELAWARE, OHIO 


ADVERTISIN 


New York, N. Y. . . . If you're 
looking for a capable, hard-work- 
ing Advertising Manager this man 
may be the answer to your prob- 
lem. And finding the right man 
isn't easy. This fellow is a close 
friend of mine. He’s 49 years old 
and full of steam. Resigning pres- 
ent job because of limited oppor- 
tunity. 


21 YEARS IN DRUG FIELD 

Mr. N. started selling the drug- 
gists over 21 years ago. Knowledge 
of general and personal techniques 
fits him for a position in almost 
any industry. fe knows how to 
sell in person as well as by the 
printed word. 


DIVERSIFIED ADVERTISING 


EXPERIENCE 
He's a good writer. Gets jobs done 
on time. Doesn't work by the 


clock. His advertising experience 
includes research, planning media, 
copy, layout, ——- relations, di- 
rect mail, displays, catalogs, price 
lists, production, packaging, sales 
meetings and conventions. Takes 
responsibility. 


SALES ANALYSIS AND PLANNING 

Mr. N. drives an Oldsmobile 88, 
realizes there’s a lot more to profit- 
able selling than just advertising 
and promotion, important as they 


Now Available 


of ability and experience 


Combines practice of sound, intelligent advertising with 
sales and sales management experience and proven 
administrative ability—easy to “get along with.” 


may be. That's why he’s done 
such a wonderful job on sales an- 
alysis and planning—policy, prod- 
uct, put-up, pricing, competition, 
markets, testing and the other ac- 
tivities vital to profitable selling. 


WHAT'S WRONG WITH MR. N.? 
Nobody’s perfect. Neither is Mr. 
N. He sometimes drives his car 
too fast. He is half bald, but has 
an attractive wife. Likes an occa- 
sional bourbon and water. And 
sometimes he gets mad when guys 
push their work over on him—as 
who doesn’t? He’s a normal, nice, 
stable man. 


PLEASE WRITE ME TODAY 

If you think Mr. N. may be the 
fellow you are looking for, please 
drop me a line now. I'll keep your 
letter confidential. Hiring some- 
one is tough, risky business. You 
want to be sure you talked to all 
the best men. That’s why it will 
pay you to talk to Mr. N. before 
you decide. Thanks. I think you'll 
agree he’s worth $15,000 a year. 
(He's been in his present job over 
8 years and can stay 8 more if he 
wants to.) 


Box 8019, ADVERTISING AGE 


200 E. Illinois St. 
Chicago 11, Ill. 


Here’s an Opportunity 
for a 
Top Flight Writer 


This is @ good job in a great spot in a 
well-known Chicago agency. We want a 
businessman - advertising man, who can 
plan complete campaigns; who can write 
and loves to do it. We're not looking for 
on account executive who just knows good 
writing, but one who can write that way 
himself. In short, we want a self starter 
who can see the whole job through. The 
salary is commensurate with the type of 
man we're seeking. Write fully in confi- 
dence, but only if you're sure you qualify, 
covering your experience and personal 
background. 


Box 8015, ADVERTISING AGE 


200 E. IMlinois St., Chicago 11, Ill. 
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$20,000,000 for 1952 Advertising 
Planned by Confectionery Industry 


New York, Nov. 20—Twenty- 
five top advertisers in the confec- 
tionery industry will invest $15,- 
000,000 in advertising next year, 
and the total industry ad budget 
should reach at least $20,000,000, 
according to Candy Industry. 

The bi-weekly trade publication 
reports that Wm. Wrigley Jr. Co. 
will invest about $4,000,000 for 
advertising. Mars Inc., it is said, 
will invest about $1,500,000, Plant- 
ers Nut & Chocolate Co. about $1,- 
300,000, Hollywood Candy Co. $1,- 
200,000, and Peter Paul Inc. $1,- 
000,000. 

“Next year’s advertising expen- 
ditures,” says Candy Industry, a 
Don Gussow publication, “will be 


—almost $2 billion at retail) but 
also to encourage increases, es- 
pecially among the better known 
brands.” 


@ The publication says that the 
top 25 advertisers will budget $14,- 
975,000 for national advertising 
(compared with $12,775,000 in 
1951 and $11,140,000 in 1950). 
“The ad budgets of 25 lesser ad- 
vertisers,” it continues, “bring 
the total anticipated expenditures 
of the candy trades in national 
media to $18,000,000. The rest of 
the $2,000,000 will be spent in lo- 
cal media by retail manufacturers. 
Especially important in the latter 
group are Fanny Farmer, Loft, 


j 


Advertising Expenditures of 25 National 


Advertisers in the Confectionery Field 


Company 
American Chicle Co. 
Fred W. Amend Co. 
Beech-Nut Pack. Co. 

E. J. Brach & Sons 

DO. L. Clark Co. . 

Curtiss Candy Co. . 

General Candy Corp. 

Henry Heide, Inc. 

Hollywood Candy Co 

Life Savers Inc. 

M&M Ltd. 

Mars Inc. ..... 

Mason, Au & Magenheimer 
Conf. Mfg. Co. 

Necco 

Nestle 

Peter Paul Inc 

Planters Nut & Ch. Co. . 

Quaker City Ch. & Conf. Co. 

Th. D. Richardson Co 


James 0. Welch Co. 
Stephen F. Whitman & Son 
Wm. Wrigley Jr. Co. 


Total 
Copyright 1951 by Don Gussow Publications 


1950 1951 
(Anticipated) 
$ 100,000 $ 150,000 $ 200,000 
200,000 350,000 450,000 
75,000 85.000 100,000 
260,000 275,000 400,000 
250.000 425,000 500,000 
50,000 200.000 500,000 
550,000 500,000 500,000 
60,000 70,000 75,000 
400,000 800,000 1,200,000 
650,000 700,000 775,000 
150,000 175,000 200,000 
1,000,000 1,250,000 1,500,000 
60.000 75,000 75,000 
250,000 275,000 300,000 
260,000 275,000 300,000 
850,000 1,000,000 1,000,000 
800,000 1,250,000 1,300,000 
80,000 100,000 125,000 
100,000 120,000 150,000 
300.000 300,000 300,000 
25.000 100,000 125,000 
270,000 100,000 100.000 
100,000 150,000 200.000 
500,000 550.000 600.000 
3,800,000 3.500.000 4.000.000 
a $12,775,000 $14,975,000 

ne 


the largest by far in the candy 
manufacturers’ history and will be 
used not only to sustain the bil- 
lion-dollar volume (at wholesale 


ADVERTISING 


acency WANTED 


by an account executive 
who can secure new 
business and develop 
more business from pres- 
ent house accounts. If 
yours is a real agency 
with a wide-awake crea- 
tive staff: if you're well 
established and soundly 
financed: if you're will- 
ing to stop pleying games 
and get serious with an 
account executive who 
means business—then 
write to a man who has 
secured more than 
$5,000,000 in billing from 
national accounts, none 
of which spent more 
than $400,000, annually. 


Box 8017, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


CREATIVE 
ART DIRECTOR 
AVAILABLE 


Top Notch ort director and designer will be 
avoilable the first of year. He is strong 
imaginatively and ideo-wise—with a sound 
sense of merchandising combined with good 
taste. Has planning ond administrative os 
well as orgonizationo! abilities. Experienced 
in varied fields. Designs anything from 
pockoges, disploys, booklets, trede ods 
etc. to national ads. He desires to become 
associated with o clear thinking monvufoc 
turer or advertising agency. Permanent po 
sition preferred 


Box 8014, ADVERTISING AGE 
200 E. INlinois St., Chicago 11, Hil. 


AVAILABLE 
to top Miami Agency 

ART DIRECTOR with 10 years back- 
ground in N. Y. & Chicago Agencies 
on National & Regional consumer & 
trade accounts. Can go to work im- 
mediately for five figure salary. 

Box 8016, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Til. 


Barricini, Barton, De Mets, Andes 
Candies, Mrs. Stevens, Mrs. Sny- 
der, See’s and Awful Fresh Mac- 
Farlane. 

“The estimate of $20,000,000 is 
considered a conservative one. 
When expenditures of some of the 
smaller local operations are taken 
into consideration (and figures for 
this group are difficult to obtain), 
the total industry’s ad budget for 
1952 may well be $25,000,000.” 


8 Continuing, the publication says: 
“An expenditure of $20,000,000 
on $2 billion in retail sales means 
an ad budget of 1% of sales, which 
is considered small, if not insigni- 
ficant, when compared with the ad 
budgets of other fields, notably 
cigarets and proprietary drugs. 

“An ad budget of 3% to 5% is 
considered modest and some firms 
could well spend 10% of sales. But 
}even a 3% to 5% advertising 
budget could bring the industry’s 
annual advertising expenditures 
| to $60,000,000 and possibly as high 
| as $100,000,000. 

“However, national advertising 
| is somewhat of a novelty for the 
| candy industry and it was not un- 
| til 1950 that inroads began to be 
|made in this field, especially in 
|the slick national magazines. 


@ “Hitherto, candy ad _ budgets 
were devoted largely to car cards 
and point of sale promotion. In 
the chocolate field, Hershey, 
which accounts for about 50% of 
the industry's solid chocolate bar 
business, is still confining its ad- 
vertising efforts to car cards and 
point of sale advertising, especial- 
ly the latter. But it is doing a 
strong and very effective job in 


-| its point of sale efforts. 


“Hershey is said to have a sub- 
stantial advertising ‘slush fund’ 
(it is said to be in the millions) 
and will use it ‘when and if it 
finds the need to do national or 
|} other types of advertising’ be- 
yond the point of sale promotion 
it is doing extensively today.” 


Saliner Named WLIO Head 


Pau' B. Saliner, active as pro- 
ducer-director, writer and actor 
in Chicago radio circles for the 
last 16 years, has been appointed 
general manager of WLIO, East 
Liverpool, O., owned and operated 
by Pottery Broadcasting Co., East 
Liverpool. 


Guzman Adds Stations 
Melchor Guzman Co., New York, 
radio station representative, has 
been appointed U. S. and Canadi- 
an representative for the new nine- 
station Puerto Rican Network, 
which includes basic stations in 
San Juan, Mayaguez and Ponce. 


Two Join ‘Redbook’ 


Thomas D. Roche, formerly with 


American Family, and Wallace 
Fraser, last with Eldredge Co., 
New York printer and litho- 
grapher, have joined the New 
York sales staff of Redbook. 
Babcock Joins ABP 

John Babcock, formerly with 


| McGraw-Hill Publishing Co., New 


York, has joined the staff of As- 
sociated Business Publications, 
New York. 


WMAQ Appoints Nodland 


Jory Nodland, formerly sales 
manager of WNMP, Evanston, IIL., 
has joined the sales staff of 
WMAGQ, Chicago NBC station. 


alee 


Wexton Gets Nature Girl 


Nature Girl Undies Inc., New 
York, maker of Nature Girl pre- 
packaged nylon panties, has named 
Wexton Co., New York, to handle 
its advertising. 


Speed Promotes Parker 

Speed Products Co., Long Island 
City, has promoted Charles Parker, 
with the company for the past 
three years, to director of sales 
and promotion. 


59 


Oyler Buys ‘Salida Mail’ 


George Oyler of Lead, S. D., has 
purchased the Mail, Salida, Colo., 
daily, from Leigh Abbey. Included 
in the deal was the Salida Record, 
a weekly. 


Thompson Named Sales V. P. 


Wilding Picture Productions, 
Chicago, has appointed Lang S 
Thompson v.p. in charge of its 
Detroit sales operation, succeeding 
Ralph E. Cattell, who has resigned 


ta 


Rapid and Ettective 
Distribution ot Kadio Releases 
and News Mats 


We're pretty proud of the husky youngster 
at the right. He's part of a 94 million dollar 
beef money crop that accounted for 15% 
of North Dakota's farm wealth last 
year—helped make North Dakota families 
the fourth largest spenders in the nation. 


The North Dakota Dailies offer COMPLETE 
coverage in wealthy North Dakota— 
unmatched by any other publication or group. 
The North Dakota market is worth looking 
into—you'll get the best perspective 

through the North Dakota Dailies. 
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1N NORTH DAKOTA ... 


$94,000,000 IS A 
BIG STAKE! 


= aT 
MINOT DAILY NEWS F THE FARGO FORUM \ 


ey, 
VALLEY CITY TIMES RECORD f° GRAND FORKS HERALD 
By) 
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THE NORTH DAKOTA DAILIES 
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Industrial Public Relations Is More 
Appreciated, Perry Tells PRSA Meet 


CHICAGO, 21 
pubtic people 
feel very pleased about the stand- 


Nov 


relations 


“Industrial 


ougnt 0 


ing industrial public relations has 
achieved in the business world 
Glen Perry, assistant director of 


the public relations department of 


E. I. du Pont de Nemours & Co 
told members of the Public Rela- 
tions Society of America at its 


fourth annual meeting at the Edge- 
water Beach Hotel here this week 

Mr. Perrys this and 
other conclusions the results 
he 
companies 
and five small 
the lk 


cooperating 


presented 
from 
a questionnaire survey 
among 17 
six mediun 
were to be 


of con- 


ducted Six 
large 
there Six In itter 
category but one of the 
companies failed to return its ques- 
tionnaire) 

The survey was 


nine the 


taken to deter- 


trend as to the 


ge neral 
importance attached to public re- 
lations by management and to de- 
public 
set up 


subject o 


velop information on how 
relations 
Also covered 


ob definitions 


lepartments are 


<a 


was the 


ind pay 


@ Fifteen of the 17 
PR depar 
management's 
of public relations has 
1949 and 1946 
said that 


responding 
felt that 


awareness of the 


companys tments 
top 
Importance 
increased both since 


16 of the 17 this aware- 


ness is shared in the lower levels 
of management 

All but one of the respondents 
said thev are consulted on the pub- 
lic relations aspects of policv mat- 
ters in advance of action: the other 
one said it is consulted sometimes 
Mr Perry evaluates these re- 
sponses thusly 

“Management consults when it 
recoenizes public relations is in- 


volved. The problem is to increas¢ 


awareness of the public relations 


factor.. .After all, public relations 
is only one factor in anv policy 
equation. About all we can ask 

Rhat it be given due weight in 


Teaching a decision 
® Every company revorted that its 
public relations function ranked on 
a par with other auxiliarv func- 


tions. and that the situation has 
improved steadilv 
Less than half the responding 


companies failed to answer the 
question, “What percentage of an- 
nual sales is spent on public rela- 
tions activity?” According to Mr 
Perry, “some of them said that 
their expenditures were not set up 
way that they could 
Apparently sorme of the 


n such a 
answer it 


others felt that this was informa- 
tion they did not care to disclose 
“In any event, it would appear 


on the basis of the eight companies 
that did reply that expenditures for 
public relations seldom run higher 


than 1% of sales, and in many 
cases—especially in the large com- 
panies—well below that figure.” 

8 Most of the companies rephed 


staff in the 
half 
companies reported an 
1949 or 1946 
small compa- 

adequately 
two-thirds 


having increased their 
past five years, although only 
the large! 
increase either 
Both the large and 
nies feel they 
staffed, while 
medium companies 
Only three of the 17 
two large and one small 


since 


are 
of the 
ado not 

companies, 


confine 


their work strictly to public rela- 
tions activities. Stockholder rela- 
tions. and employe relations art 


high on the list of other activities 
while product advertising is done 
in six of the departments 

One the questions 
whom do you report?” 
board chairman, ad director, 
About answers to this question, Mr 
Perry said 

‘Any doubt as to whether or not 
regarded as a 


was, “To 
(president 


of 


etc 


public relations Is 


top management matter should be 
rest by the answers to this 
Eleven of the 17 report 
of the company 
directly, and that is a pretty good 


indication, it to 


set at 


question 


o the president 


seems 


me 


el 


reflec 


that this state of affairs 


an awareness of the 


feel 
ts both 


importance of public relations to 
| 


modern companies, and also recog- | 


of that 


1S, 


nition the plain fact 
of a company 
facto, the chief spokesman for the 
company and hence its chief pub- 
lic relations officer. It is my guess 
that this trend will not only con- 
tinue, but will grow as the simple 


president 


| logic of the situation is appreci- 


ated.” 
Compensation of the public rela- 


the | 
ipso | 


tions “director” (the titles varied 
but the duties were found to be 
uniformly two-fold: to administer 
the public relations department! 
ind to consult and advise with 
management) 14 were compen- 


sated on a par with other depart- 
ment heads; one was better paid 
and one fell below (only 16 an- 
swered this question) 

Five of the six large companies 
said they hire inexperienced peo- 
Both the medium and small 
companies showed a much smaller 
percentage 


ple 


e Mr. Perry 
Pont rarely 
previous 


out that Du 
hires anybody with 
public relations experi- 
“We do want college training 
and journalistic training except in 


pointed 


ence 


highly specialized jobs.” he said 
“Perhaps these people are inex- 
perienced in the sense that they 


have never worked on public rela- 
tions, but we want it that way 

“We are looking for 
sound judgment. If they 
qualification, plus an 
something that makes 
thev have some ‘feel’ for public 
relations, we'd rather teach them 
own thinking on public rela- 

That they don't have 
anything to unlearn.” 


men of 
have that 
intangible 
think 


vou 


our 


tions way 


The survey revealed that only 
one company found difficulty in 
attracting the kind of people it 


wanted, and that one did not find 


it difficult in all cases 


® In conclusion, 
“promotion from 
fectly obvious te of sound man- 
agement, and it t strong backing 
in this questionnaire. In most cases 
however, there reservation 
to the fact that it was not always 
possible to find a man on the staff 
qualified to take a higher opening 

It takes time and luck to 
develop competent public relations 
executives.” 

Public 


treated 


Mr. Perry said 
within is a per- 


a 


Was a 


good 


he said, 
with respect and are 
paid on a basis at least comparable 


relations men, 


“are 


with like work in other depart- 
ments. It is my impression that 
public relations people have 
learned quite a lot about business 
as shown in their organization. It 


; certain that business has learned 
a lot about public relations.” 

® Milton Fairman, president of the 
PRSA and public relations director 
of the Borden Co., New York, 
called on the nation’s public rela- 
tions men Monday to take an active 


| part in solving the country’s prob- 


lems 

Mr. Fairman pointed out that 
governmental economy and moral- 
ity provide an ideal arena where 


public relations people can serve 
the country, put their beliefs and 
skills to a practical test and dis- 


charge their responsibilities as 
citizens 
He declared the fiscal policies 


of the federal government have 
been undermining the middle class 


| left 


ATTENTION! 


CAR HEATERS sw 


Sewer! Werner Corp South Wind D. 

1514 Orever Street — indienspeis 7. indione 
NO MORE FOR NOW-—The long-prom 
ised cut-back in civilian goods is here, 
as is evident from this two-thirds page 
ad in the Nov. 19 Time, explaining that 
production of South Wind heoters has 
stopped because of the current emer- 
gency. There may still be a heater left in 

declers’ stocks, the ad concludes. 


of America, both morally and eco- 
nomically, for the past 20 years 

“This awesome extravagance and 
waste has watered down the value 
of our dollars and the consequent 
taxation is mopping up what is 
of them,” he said. “This has 
done more than corrupt adminis- 
trators. The morality of the people 
also has changed, and the 
worse.” 


for 


|}@ He gave examples of how infla- 


tion and income taxes affected 
incomes at various levels, and cited 
the man who earned $7,500 annu- 
ally in 1936 and who would need 
an income of $22,160 to have the 
same buying power now. The per- 


son who earns $7,500 a vear now, 


he added, gets the equivalent of 
$3,538 in 1936 dollars 

The state of public ethics and 
the moral decline of the people 


also present a distressing picture. 
Mr. Fairman said. Warning of the 
evils of continued dependence on 


the various federal grants, he 
pointed out that although such 
government aid might have been 


essential during the depression, to- 
day, when the national income is 
three and one-half to four times 
greater than 1936, the politicians 
and group pressurizers are still 
passing out millions in handouts. 
“To salvage its self-respect and 
protect its living standard,” he 
said, “the middle class of this coun- 
try will have to act quickly. It has 
to the doors on the of 
free spending and ‘gimme mine, 
This it can do, providing it 
musters its power into political 
action—not as any third party, but 


close era 


too.’ 


as a mobile force backing any 
candidate that is pledged to its 


survival and defeating any whose 
record proves he isn’t.” 
@ Progress of a month-old re- 
search program into public rela- 
tions was told members of the 
PRSA today by Rex F. Harlow, 
president of the Public Relations 
Institute of the West and chair- 
man of the PRSA’s commission on 
research 

Mr. Harlow of 
the main theme to be explored will 
be made after Jan. 1. One theme, 
he indicated, will be the “study 
of attitudes.” This suggested theme 
grew out of recent meetings with 


said a decision 


Advertising Age, November 26, 1951 


Large Integrated Grocery and Drug Store 
Opened by Ow! Drug in North Hollywood 


Los ANGELEs, Nov. 19-—-The Owl 
Drug Co. has opened the Big Ow! 
market in North Hollywood, ¢ 
completely integrated grocery and 
drug shopping center. The store, 
which has a shopping area of 44,- 
000 square feet, carries a complete 
line of drug and grocery products 

The drug store has a day and 
night prescription service. In addi- 
tion to the Owl operations, there 
are specialty shops on a lease basis, 
including a candy shop, bakery, 
dry cleaning shop, a liquor, tobac- 
co, pen and camera shop, gift shop, 


and a 12-chair barber shop 
Other special services include 
watch and jewelry repairing; a 


check cashing service; a bill pay- 


ing service where customers can 
pay all their utility bills, and a 
soda fountain. 


® Company officials of Owl Drug, 
a subsidiary of Rexall Drug Co., 
there are no plans for other 


Say 


operations in the integrated drug- 
groeery field. This statement was 
probably designed to answer some 
rumblings of discontent, which 
trade reports say are coming from 
Rexall franchise holders. Accord- 
ing to these reports, the franchise 
holders are concerned about the 
opening of similar Owl stores 
which might result in taking trade 
from them in the Rexall brands 
they have helped build acceptance 
for. 


® The opening of the Big Ow! fol- 
lows the discontinuance of a joint 
operation with Mayfair Stores in 
Santa Ana. This operation is be- 
lieved to have been discontinued 
because expected traffic did not 
materialize in the drug store, which 
was separated from the market, al- 
though they had a common check- 
out. In the Big Owl, drug depart- 
ments are so located as to take full 
advantage of market traffic. 


leading university social scientists 
and representative business men 

The commission was appointed 
last month to conduct a five-year 
program of basic research in pub- 
lic relations that will have a prac- 
tical value for members of the 
profession, management and the 
general public 


8 Ed Lipscomb. public relations 
director of the National Cotton 
Council, Memphis, was elected 


president of the PRSA at the elec- 
tions last night. Mr. Lipscomb, who 
has been v.p. of the society, takes 
office in 1952 

Others elected are: William G 
Werner of Procter & Gamble, na- 
tional v.p.; G. Edward Pendray of 
New York, secretary, and James 
P. Selvage of New York, treasurer 


GORDON SCHONFARBER 


PROVIDENCE, R. I., Nov. 20—Gor- 


don Schonfarber, 56, president and | 


treasurer of Gordon Schonfarber 
& Associates, advertising agency, 
died Nov. 16 at Jane Brown Hos- 
pital following a long illness 

He born in Philadelphia, 
was graduated from Baltimore City 
College and subsequently was em- 
ploved by American Wholesale 
Corp. of Baltimore; Benson, Camp- 
bell & Slatern, Chicago, and Car- 
son Pirie Scott & Co., Chicago 
During World War I he moved to 
this city and was employed for a 
vear by the Shepard Co 

Later he joined Gladding’s Inc., 
department store, of which he was 
advertising manager for a number 


was 


of vears. In 1931, with Lawrence 
Lanpher, he established the ad- 
vertising agency of Lanpher & 
Schonfarber. When Mr. Lanpher 
withdrew from the company in 


1942, Mr. Schonfarber reorganized 
the agency as Gordon Schonfarber 
& Associates, 

Mr. Schonfarber was active 
throughout his life in Community 
Chest campaigns and in affairs of 
the Providence Chamber of Com- 
merce. He was a director the 
New England Council for three 
terms, served two terms as chair- 
man of the sales promotion division 
of the National Retai] Dry Goods 
Assn. and was past president and 
chairman of the board of the Better 
Business Bureau of Providence 


of 


BERNARD GARRITY 
Rocuester, N. Y., Nov. 20—Ber- 
nard F. Garrity, 56, production 
manager of the Gannett Newspa- 
pers, which include the Hartford 
Times, Rochester Times-Union and 
Democrat-Chronicle and Albany 
Knickerbocker News, and former 
mechanical superintendent of the 
Hartford Times, died today at Gen- 


esse Hospital here. He had been 
under treatment for a heart ail- 
ment for some time. 


He was promoted from person- 


nel manager to production managet 
of the Gannett dailies in 1948 


MRS. PAULINE COPELAND 
PROVINCETOWN, Mass., Nov. 20— 
Mrs. Pauline R. Copeland, 50. for- 
merly advertising manager of the 
Capital & Gazette, Annapolis, Md., 
and a consultant of WANN, Anna- 
polis, died here last night. She had 


been a resident here since 1947, 
and was wel] known as an artist 
and sculptor. 
JOSEPH WILSHIRE 

GREENWICH, CONN. Nov. 20 
Joseph Wilshire, 72, retired chair- 
man of the board of Standard 


Brands, and its former president, 
died at Greenwich Hospital Nov 
17 after a long illness 


In 1898, Mr. Wilshire joined 
Fleischmann Co. as a salesman 
Fleischmann later merged with 


Standard Brands and Mr. Wilshire 


| Was elected president of the com- 
pany in 1925 
PHILIP SCHWAGER 

New York. Nov. 20—Philip 


Schwager, 75, a traveling circula- 
tion representative of the New York 
Daily Mirror, died Nov. 18. More 
than 50 he joined the 
Hearst organization in Chicago 
Later he associated with the 
Sun and the Graphic in New York, 
but again joined the Hearst organ- 
ization with the Mirror 
yvears ago 


ANDY C. LUSCHER 

MINNEAPOLIS, Nov. 20—Andy C. 
Luscher, 55, media director for the 
Minneapolis office of Batten, Bar- 
ton, Durstine & Osborn, died here 
suddenly Nov. 15 

Before joining the Minneapolis 
BBDO office in 1945, Mr. Luscher 


years 


ago 


was 


about 25 


was administrative manager of 
Walter Butler Shipbuilding Co 
HERBERT W. SMITH 

DALLAs, Nov. 20—Herbert War- 


ren Smith, 62, promotion-produc- 


tion manager of the Dallas Morn- 
ing News and a former assistant 
professor of advertising at the 


University of Missouri, died Nov 
9 of a heart attack. With the News 
since 1922, he formerly was head 
of the advertising copy and art de- 
partment. 


ROY P. PALMER 

MINNEAPOLIS, Nov. 20—Roy P. 
Palmer, 56, executive secretary of 
the Northwest Daily Press Assn., 


died here Sunday. Mr. Palmer 
had been sales representative here 
for many years of the approxi- 


mately 40 newspapers in the asso- 
ciation 


Pacific Resigns Account 

Pacific National Advertising, 
Seattle, has resigned the account 
of Alaska Airlines, Anchorage, 
Alaska. 
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Radio Set Makers 
Study Subscription 
Video Proposals | 


Cuicaco, Nov. 19—The Radio &| 
Television Manufacturers Assn. | 
last week set up a committee to| 
study subscription television and! 
to determine whether the RTMA|! 
should take a stand on the sub- 
ject. 

The suscription television sub- 
committee, headed by Glen Mc- 
Daniel, president of RTMA, was 
appointed by the board at a three- 
day industry conference of the as- 
sociation here. 

The group also disclosed esti- 
mates of radio and television set 
production next year. The asso- 
ciation members believe that the 
industry will manufacture about 
4,400,000 TV sets and about 10,- 
900,000 radio sets in 1952. 


@ These figures compare with a 
production of about 5,300,000 TV 
sets and about 12,000,000 radio re- 
ceivers this year. The informal poll 
produced a rather wide range of 
estimates, however. Industry mem- 
bers guessed that as few as 3,000,- 
000 or as many as 5,000,000 video 
sets will be turned out next year. 
The guesses for radio sets produc- | 
tion ranged from 7,500,000 to 12,-| 
000,000. | 

Sports promotion and the ques- | 
tion of whether the association 
should assist in such activity re- 
ceived a major share of attention 
The sports committee discussed the 
possibility of establishing distribu- 
tor committees in from 50 to 60) 
cities to assist in long-range pro-| 
motion of receivers. The sports 
committee also reportedly heard 
some data on televised vs. non-| 
televised baseball games which | 
was said to be favorable to the} 
televised games. 

In addition, the RTMA con- 
sidered plans for joining the Na- 
tional Assn. of Radio & Television 
Broadcasters in a joint promotion | 
of FM receivers. First areas given 
consideration were Washington, 
North Carolina and Wisconsin. 


Spiegel Inc. Signs 
New Television Show 


Cuicaco, Nov. 21—Spiegel Inc., 
Chicago mail order house, has 
found a new gimmick to attract 
potential customers—a video show 
called “Test Lab.” 

The program, telecast over Sta- 
tion WGN-TV Sunday (1:30-2 
p.m., CST), is staged in Spiegel’s 
testing laboratory. The emcee, 
John Ahern of the Illinois Institute 
of Technology, put waffle irons, 
guns and nylon hose through a 
series of tests on the first program 
to show consumers what they 
should look for in purchasing the| 
items if they wish to get most for 
their money. 

During the next telecast, Mr 
Ahern will explain how to choose 
ladies’ sweaters, electric mixers 
and men's jackets 

Commercials on the show boost 
the Spiegel catalog, which will be 
“loaned” to viewers who write or 
call, and plug the company’s tele- 
phone order service. The first com- 


Build Volume 
at LOWER 
SALES COST 


Deor-teo-door Selling—bet- 
ter known os DIRECT 
SELLING — Is building 
gient volume quickly for 
mony monvfacturers. it 
may be your answer te 
Present doy complex soles 
problems. Direct Selling Is 
fully exploined in fascinat- 
Ing booklet—molied FREE. 

write on your let- 


Dept. A94, Chicago 4, III. 
OPPORTUNITY MAGAZINE 
28 £. Jackson Bivd. 
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mercial on the first program pulled 
about 200 phone calls. 

Louis G. Cowan Inc. packages 
the show. 


Issues ‘Texas Almanac’ 

The Dallas News, morning daily 
and Sunday, has issued the 1952- 
53 edition of the “Texas Almanac,” 
a 672-page volume of facts, fig- 
ures, graphs, charts and maps 
covering the entire economy of 
Texas. This edition runs to 100,000 


| copies and carries advertising. The 


almanac was started in 1857 to at- 
tract settlers to the state by the 
Galveston News, parent of the 
Dallas News. 


KH]-TV Appoints Mortensen 


Art Mortensen, formerly a fran- 
chise dealer in Honolulu for Nehi 
Corp., Columbus, Ga., manufac- 
turer of soft drink beverages, has 
been appointed an account execu- 
tive for KHJ-TV, Los Angeles. Be- 
fore joining Nehi, he was with 
KFI and KNX, both in Los An- 
geles, as an account executive. 


Youre SO right! 
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ALL advertisers tell us— 

you're SO right... 

The Salt Lake Tribune-Telegram 
is the only way to do the job! 


Netronally represented by 


OMare & Ormeber, inc 


and Metropeliten Sundey 


Progress is swift 

in the Chemical Process Industries . . . 

from research to development to commercial production. 

It’s a mushrooming market, 
where growth rate doubled within a year after Korea... 
a fast-moving market, where news behind the news 
is vital to top-level planning. 

That's why CHEMICAL WEEK, ' 
with quick, accurate news analyses, gets high readership 
among chemical businessmen .. . 

it’s directed to management interests. 


To manufacturers who sell 

the Chemical Process Industries, CHEMICAL WEEK's business-news slant 
and executive audience is significant. 

Cultivation of management influence 

is essential to sales, and CHEMICAL WEEK 

provides a sharp tool for concentration 

on this key segment of the market. 

In America’s No. 1 industry . . . it’s management's own magazine. 


ARC + ABP 


A MCGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, W. Y. 
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Industrial Advertisers 


and Agencies List 


Several Reasons Why They Use Color Inserts 


-What do dif- 
to get 


Curcaco, Nov. 21 
ferent advertisers expect 
from using color insert ads? 

To find the answer to this ques- 
tion—and to persuade his own top 


management to schedule a color 
insert campaign—John B. Mann- 
ion, ad manager of Austenal Lab- 
oratories, conducted a mail survey 
of 20 outstanding users of color 
inserts among industrial advertis- 
ers and agencies 

The survey revealed that there 


are two major reasons why adver- 
tisers use these inserts. They are 

1. Heavy paper -heavier 
than publishers’ stocks—will cause 
the publication to flop open at 
the insert, an obvious attention- 
getting advantage 

2. Inserts give the advertiser | 
complete control over the print- 
ing process and the paper used, 
often permitting more realistic or | 
more striking color reproduction 


inserts 


@ Here are some representative | 
comments from color insert users 
queried by Mr. Mannion 

“Naturally, our purpose in run- 
ning [color] inserts is for extra 
attention and because, when the 
physician is reading the journal 
through, the extra stock weight 
practically compels him to stop at 
the insert."—E. M. Tarplin, ad 
manager, Schenley Laboratories 
(pharmaceutical house), Law- 
réenceburg, Ind 

A. H. Fensholt, president of 
Fensholt Co., Chicago agency: “A 
two-page insert, printed in two 
oF more colors on 100-lb. stock or 
heavier, offers an unusual benefit; 
the heavy stock tends to break the 
magazine, when opened, to the 
pésition ef the insert...a reason- 
ably good substitute for an out- 
standing, preferred position 


e*Speed is always a factor to 
consider in mapping an advertis- 
ing campaign. Not only does an 
advertiser want to achieve prom- 
im@nce for his advertised prod- 
uet, but he must do it in a certain 
length of time 

“If a new preduct is brought out 
in an intensive, competitive situa- 


tion, it may become urgent to 
Spread the news...with great 
speed and positive effectiveness 


Cenventional methods may be too 
slow. In newspapers, the usual 
stunt is to resort to large space 
In magazines and business publi- 
cations, it has been found effective 


to use inserts.” 
8®O. H. Niendorff, assistant ad 
manager, American Brass Co., N 


Y.: “Including cost of space, a typi- 
PLUG YOUR PRODUCTS 
AT THE POINT 
OF SALE 


with the omazing 


TEL-A-STORY 


Automatic Slide 
Projector; your constant salesman 
PROJECTS: Continuous series of sharp, 
clear 6 «x 9” pictures that stand ovt in 
well lighted rooms 
CAPACITY: Twelve 35mm (2 « 2” 
slides, color or black and white. Pictures 
hold 6 seconds before moving. 
CONTINUOUS: Troublefree operation 24 
hours o day, noiseless, dependable as an 
electric clock. 115v, 50-60 cy. A.C. 
PORTABLE: Compact, 7% «x 10 x 20”, 
12 Ibs 

$99.50 FULLY GUARANTEED 


TEL-A-STORY, Inc. 


517 Moin St. - 


| dition, 


'@ Tobias 


Davenport, lowa 


cal two-page insert in black and 
two colors costs only 5% to 10% 
more than if the publisher printed 
the ad with matching colors. This 
is predicated on our using 13 met- 
al trade papers requiring a press 
run of about 250,000 


“For this slight premium we 
have the ‘stopper’ advantage of 
using 80- or 90-lb. stock...In ad- 


we have accurate control 
over color in our efforts to match 
the various shades of copper and 
alloys. To control the printing of 13 
publishers, each using black and 
two matching colors, would be a 
frightening thought.” 


Wagner, advertising 
manager, Smith, Kline & French 
Laboratories: “The primary reason 
for our using one of our insert 
campaigns at extra expense was 
to be able accurately to depict 
[human] tissue color and tissue 


texture in 
and detail 

“We seldom use four-color work 
merely to be impressive or to cre- 
ate prestige. Our policy is to re- 
serve such effort and expense for 
subject matter which will be func- 
tionally enhanced by four-color 
process.” 


the utmost delineation 


@ W. M. Cowles, v. p. in charge of 
sales, Superior Steel Corp., Car- 
negie, Pa.: “We feel that color 
inserts add to our prestige, as they 
probably come to the attention of 
the top executives, whom we could 
reach in no other way, and sub- 
consciously they must feel that 
they are doing business with a 
high-grade company.” 

R. B. Reid, manager, industrial 
advertising division, General Elec- 
tric Co., Schenectady: “Our sales 
force is considerably more aware 
of our motor promotion since we 
started using full color than it 
ever was before... .It has been our 
hope that, with the present series 
of color inserts, we can maintain 
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the name Tri Clad Motors so that 
when we again face a _ buyers’ 
market people will remember our 
product and associate it with Gen- 
eral Electric.” 


Raymer Names McKinnie 

Ralph E. McKinnie, formerly ra- 
dio sales manager for Paul H. Ray- 
mer Co., New York, radio-TV sta- 
tion representative, has been 
named television sales manager. 
Back at the radio post is Paul 
Tiemer, who recently returned to 
the company after an extended 
leave of absence. 


Bert Lown Joins CBS-TV 

Bert Lown, formerly v.p. of 
Muzak Corp., New York, and gen- 
eral manager of Associated Pro- 
gram Service, division of Muzak 
Corp., has joined the station rela- 
tions department of CBS television 
division, New York. 


Richters to Phil Gordon 

Richters Food Products Co., Chi- 
cago, has appointed Phil Gordon 
Agency, Chicago, to direct its ad- 
vertising. A complete advertising 


and sales program is scheduled to 
begin shortly. King Kole brand 
sausage and meat products will be 
featured in the campaign. 


Joins ‘American Family’ 

Robert Anderson, formerly a 
member of the national advertis- 
ing sales staff of the Milwaukee 
Journal and previously on the pro- 
motion and research staff of Sports 
Afield, has joined the advertising 
sales staff of American Family 
Magazine, Chicago 


Blackburn Named Copy Chief 

Robert E. Blackburn, a v.p. of 
MacFarland, Aveyard & Co., Chi- 
cago agency, has been promoted to 
copy chief. 


KEX Promotes Leonard 

KEX, Portland, Ore., owned and 
operated by Westinghouse Radio 
Stations Inc., has promoted Jesse 
Leonard to production director. 


WCOP Promotes Ann Branch 
Ann R. Branch, continuity writer 

with WCOP, Boston, has been pro- 

moted to continuity director. 


they’re SELLING THE WORLD 


through 7/ME Tutenational 


Sales are the standard of success the world over. 


Here the men on the selling front tell you how 


advertising in TIME International for the 


products they handle is paying off in new 


customers all around the world. 


More than one thousand other distributors 
of TIME International-advertised products 


have said the same... 


The Important Magazine Everywhere 
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Magazines Raise Rates 

The Rotarian and Revista Ro- 
taria, Spanish language edition, 
both published by Rotary Interna- 
tional, Chicago, have announced 
10% and 25% rate increases re- 
spectively, corresponding to com- 
mensurate increases in their cir- 
culation guarantees. Advertisers 
are offered extended rate protec- 
tion at old rates, provided contracts 
for 1952 are placed before next 
Jan. 15. Both magazines are mem- 
bers of ABC 


T. W. Bresnahan Leaves OPS 


T. W. Bresnahan, who has been 
on loan since February from his 
position as specialist in the home 
furnishings field with McCall's to 
head the floor covering section of 
the Office of Price Stabilization, 
has resigned to return to McCall's 


GG4B Appoints Jean Foss 
Jean Foss, formerly business 
survey manager for the Chicago 


San Dieco, CAL., Nov. 21—Rep- 
resentatives of major brand tuna 
canneries and of the American 
Tunaboat Assn., meeting here with 
the Chamber of Commerce, have 
rejected, at least for the present, an 
offer by Japanese fisheries to as- 
sist financially in a projected in- 
dustry-wide advertising campaign 
to stimulate consumption in the 
American market 

The offer was relayed to domes- 
tic canners and boat owners by 
Harry Foster, president of the San 
Diego Chamber of Commerce, who 
has just returned from Tokyo after 
attending sessions arranged by the 
State Department between Ameri- 
can and Japanese business men 
and mayors of West Coast cities. 

Mr. Foster said representatives 


Sun-Times, has been appointed STAR DISPLAY—This Carling’s color dis- of the Japanese tuna fishing and 
field supervisor for Gould, Gleiss Ploy of Ethel Merman holding o tray canning industry asked him to take 
& Benn, Chicago marketing con- plugs cheese and crackers along with the back their offer to contribute 


sultant, 


message for Carling’s Red Cap ale. 


| financially to campaigns to stimu- 


|U. S. Tuna Men Reject Japanese Offer 
of Ad Assistance, Division of Market 


late the American market. They 
also sought agreement at the in- 
dustry rather than the govern- 
mental level on a division of the! 
American market between Japa- 
nese and domestic producers. 


63 


trust laws 

They said they might welcome 
Japanese money to assist in build- 
ing the domestic market at some 
later date, but that right now they 
are too concerned with heavy 
Japanese encroachments on the 
present market 


@ Mr. Cary said Japanese imports 


| of duty-free fresh and frozen tuna 


® The American industry leaders | 
who heard the offer outlined here | 
included such spokesmen as Wade | 
Ambrose of Westgate-Sun Harbor, 
which markets Breast-O’-Chicken 
tuna; James Lane, of Van Camp 
Sea Food Co.; Hap Holliday, sales 
manager for California Tuna Pack- 
ing Corp., whose brands are Sea-| 
Preme and Nielsen's; and Harold 
Cary, manager of the American 
Tunaboat Assn., representing boat | 
owners. 

They agreed that any attempt | 
to divide the domestic market be- 
tween producers of the two coun- | 
tries by industry agreement prob- | 
ably would run afoul of U. S. anti- 


Earth-moving Equipment 


= “We believe that nearly all 
~ big businessmen are reading 
. TIME International and that 
it is very worthwhile for a 
company like R. G. LeTour- 
- neau to advertise regularly in 
this international magazine.” 

W H. Visser 

Koopman and Company 
Amsterdam, Netherlands 


Appliances 


wy “Advertising in TIME easily 
produces quick and increased 
sales as people become more 
G and more familiar with the 
ae {aunty cof Westing- 
ji ! house products. 

Richard Resamny 

Resamny Bros. 


V4 
YAN 


d 4 


Liberia 
Automobiles 
as ~f7 “TIME is internationally 
: ANS 2 known as ore of the finest 
4” 7 Xs, publications extant today and 
VS & 


/ 7 * no matter how great the pres- 
tige of Austin, or of any com- 
modity, this prestige must be 
further enhanced when its merits are ex- 
plored in the pages of this fine periodical.” 
Eric R. Fairbairn 
Stanley Motors, Limited 
Johannesburg, South Africa 


Watches 
A “TIME faithfully returns to 
i 
$M i> us many sales of our watch 


a Mido Multifort.” 

1 Patino Y Cia. S.L. 
La Casa Campignon 
Havana, Cuba 


. - Atlantic Edition @ Pacific Edition 
Latin American Edition © Canadian Edition 


Trucks 

“The advertisement of the 

Universal Jeep in TIME’s Pa- 

cific edition is of great benefit 

to us in promoting sales of the 

Jeep in India. TIME is widely 

read and appreciated in this 

country.” 

4 Keshub Mahindra, Director 

Mahindra & Mahindra Ltd. 
Bombay, India 


Fixtures 


“Crane’s decision in choosing 
TIME has been the most suc- 
cessful enterprise for getting 
the attention of the right kind 
of buyers and prospects. The 
TIME ads are helping us in- 
crease the demand for quality plumbing fix- 
tures in our territory.” 

Adrian Barrios V 
Wm. Crosby & Sons 
Lima, Peru 


Office Machines 


of Sy. “Smith-Corona advertisements 
Bs in TIME are pre-selling our 
..\*)) own best customers and build- 
uj) ing more sales for us.” 


4 K. S. Mani 


Dodge & Seymour (India) Ltd. 
Calcutta, India 


Industrial Materials 


“TIME has helped us a lot 
in selling insulations made by 
Owens Corning Fiberglas, as 
this campaign reaches the in- 
fluential people that can be 
converted into worthwhile 
customers.” 

M. J. Echeverria, Manager 
Artmax, S. de R. L. 
Mexico, D. F. 


(processed here for the most part 
by other than regular tuna can- 
neries) and of tuna canned in brine 
now make up 30% of the supply 
for the domestic market. He said 
that is about five times Japan's 
prewar peak. 

Mr. Holliday said he had just 
completed a tour of 400 major 
American markets and found Jap- 
anese tuna in brine on the shelves 
of 98% of them. It is being mar- 
keted, he said, under the brand 
name of Surf Kist, and the appeal 
is strictly on a price basis 

Tuna in brine has been the 
principal Japanese variety of 
canned tuna sent here since a 
heavy duty on tuna canned in oil 
went into effect last Jan. 1. The 
duty on tuna in brine is only 
12%4%, compared with a 45% ad 
valorem import duty on tuna in 
oil, the accepted type of canned 
tuna in the American market 


® However, Mr. Holliday said he 
found tuna in brine is winning 
consumer acceptance in major 
domestic markets and predicted it 
will shortly constitute a major 
threat to domestic brands because 
of the tremendous price appeal. He 
said it is not being advertised, but 
is being promoted with point of 
sale material. 

Meantime, Mr. Cary said, the 
American Tunaboat group is m@v- 
ing ahead with plans for a $500,- 
000 domestic advertising campaign 
to expand the American marfet. 
Canners indicate they expect to 
participate in the drive, but have 
not come to the point of signingan 
agreement 


Ekco Products to Walsh 


Ekco Products (Canada) Léd., 
Toronto, manufacturer and dis- 
tributor of Ekcoline and Flint &it- 
chen tools, cutlery and Ekcoware 
cooking utensils, has appointed 
Walsh Advertising, Toronto, to di- 
rect its advertising. Plans for 1952 
are currently under discussion @nd 
details will be released later. Baker 
Advertising, Toronto, formePly 
handled the account. 


AMERICAN 
TELEPHONE & TELEGRAPH 
Knows That, 

As Aristotle Said, 
FOR YOUTH 
THE FUTURE IS LONG 
That's Why 
it Advertises In... 


SCHOLASTIC 


MAGAZINES 


Reaching 1,000,000 Student y 
Subscribers Weekly in the Jun- 
lor and Senior High Schools 
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Cone to NNPA: 
. 
Newspaper Ads 
Wi 
ill Improve 
r 
(Continued from Page 1) 
papers in the face of current com- 
petition 

Continuing, Mr. Cone said: “I 
think we promotion men, you on 

: your side and I on mine, are going 
to have to [make newspaper ad-| 
vertising better}. Radio almost] 

ide made us do this. Television, I 

¥ think, most certainly will.” 

5 

Fs @ Mr. Cone compared a newspape: 

; promotion department with an a i-| 
verulising agency Saving that “a 
newspaper promotion department | 
is very much like an advertising| 

; agency serving a_ small, select 

Y group of clients. These clients have 
different problems, and they re-| 
quire different strategies to meet 

‘ those problems. When they use ad-| 

* vertising they should have it in} 

; the best tradition of modern ad- 
vertising.” 

In answer to the question as to} 
what makes good promotion, he} 
pointed out that, as in any product 
the greatest appeal lic in news 
—in facts that are really impor- 
tant. Next to news, he said, the 
—_ 


James D. Wooli 


Advertising 


= Consultant 
<a : 
5 Inquiries invited from 


advertisers and agencies 
Santa Fe, N. M. 
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JAHN & OLLIER 


chicago’s largest 


greatest appeal lies in news sig- 
nificance.” 

Newspapers, Mr. Cone averred, 
find a way to provide more 
significant facts about themselves 
just circulation figures and 
Any media man or ad- 
can find out this kind of 
information for himself. He wants 
information on the signifi- 
cance of the paper’s market—more 
knowledge about its audience 


must 


not 
rate data 


vertiser 


more 


@ The executive asserted 
that it would be wise to pay a little 
attention to competition be- 
tween newspapers and give more 
attention to competition with other 


agency 


less 


media. If newspapers do well in 
competing with other media, he 
said, then the chances are that] 


ithey will do well in competing with | 


themselves 

rhe problem of obtaining more! 
significant data on a newspaper's 
and then putting it to 
work for a newspaper's advertisers 
also was discussed by Dr. Burleigh | 


Gardner, executive director of So- | 
| 


| 
| 


audience 


| clal Research Inc., Chicago, at this! 


morning’s session of the NNPA} 
meeting 
To 


yroblems 


meet and sales 
newspa- 
in audi- 
disinterest 
fact studies 
arising from 
being an “old face” in 
field, Dr. Gardner sug- 
gested that newspapers undertake 


promotion 
now faced 
due to competition 
the 
in most 
difficulty 


DY 
pel 
ot 


ence studies, 


gency men 
and the 
newspape 


s 


the media 


investigations, through “imagina- 
tive exploitation,” of the natures 
f their audience 


@ If papers can bring to the adver- 
tiser better help in understanding | 
their audiences, the newspapers | 
then will have something new and| 
different to present, something the | 
representatives can talk} 
about in their presentations. 

The role of r.o.p. color in news- 
advertising presented 


space 


paper was 


ENGRAVING CO. 


fine photoengraving plant 


color process, 
zincs, halftones, 


offset reproductions 


817 West Washington Boulevard 
Chicago 7, Illinois 
MOnroe 6-7080 


plates made right to print right 


| jewelers, 


Now-a 2 5 


million dollar 
customer! 


“ 


THE HUB + HECHT BROS 


and the four erged wader 


The Hecht Co. wich. 


ONE BIG BUYER—The Hecht Co., Bal- 
timore, ran this page in Retailing Daily 
Monday to announce its merger with 
The Hub, making the two into one “$25, 
000,000 customer” and advising manu- 
facturers that “every deal you close 
with a Hecht Co. buyer will be a big- 
ger one.” 


br 


by Arthur Hall, national adver- 
tising manager of the Milwaukee 
Journal. After pointing out that 
more than 19,000,000 lines of r.o.p 
color now are bought annually in 
newspapers throughout the coun- 
try, Mr. Hall indicated why he be- 
lieves color is so effective in news- 
paper ads. It’s effective, he said, 
because color, found in normal 
surroundings of black and white, 
forces attention and stands out; 
it has created impact, more readers 
and a longer remembrance value, 
and color excites people into ac- 
tion, impells them to buy 

He presented a long list of the 
kinds of advertisers now using 
color in papers over the nation 
These include department stores, 
carpet manufacturers, car dealers, 
local furniture stores, soap manu- 


| facturers, wine growers, brewers, 


local carpet retailers, paint manu- 
facturers, retail grocers, wholesale 
wholesale bakers and 
china shops 


8 R.o.p. color is a flexible tool to 


| creative selling, Mr. Hall said. And 


it can be put to work quickly, in 
a matter of days, not weeks. He 
further indicated that 143 papers in 
the country can now furnish r.o.p. 
color in four colors; 102 papers can 
furnish two colors and black, and 
277 are able to run one color and 
black. 

The Chicago Tribune's Pierre 
Martineau continued on the topic 
of r.o.p. color. He emphasized that 
one of its virtues is as a tremen- 
dous merchandising vehicle. Color 
also helps, he said, in promoting 
the newspaper as a prime adver- 
tising medium and in getting the 
papers back into the national ad- 
vertising picture now competed for 
by television, radio and magazines. 

He stressed the dominant char- 
acteristic of color, in that a color 


ad dominates the advertising in a! 


newspaper, against approxi- 
mately 50% color advertising in 
magazines; and impact results, he 
said, are more immediately meas- 
urable. 


as 


Starts Cedar Chest Drive 

Honderich Furniture Co., Mil- 
verton, Ont., has started a drive 
for its Honderich Red Seal cedar 
chest during November and De- 
cember. Dealer catalogs and 
small consumer booklets attached 
to the chests, outlining their fea- 
tures, complete the promotion 
E. W. Reynolds Co., Toronto, is the 
agency. 


WI/BK Promotes Lipson 

WJBK and WJBK-TV, Detroit, 
has promoted Harry R. Lipson, 
who has been associated with the 
station for three years and who 
has been in the radio and newspa- 
per fields for 26 years, to general 


| sales manager. 
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Private Lines 
The Florida State Advertising grams Ltd. (a company dedicated 


Commission has signed an eight- 
month contract for $16,666 with 
Hal Leyshon & Associates, New 
York public relations company, to 
help get more free publicity for 
the already well publicized Sun- 
shine state. 

The commission will continue to 
operate its own news bureau in 
Tallahassee, under William M. 
Wells. The bureau will feed arti- 
cles and pictures about the state 
to the Leyshon agency for place- 
ment in national publications, ra- 
dio and other media. 


The Puerto Rican Rum Institute | 


thought it had sighted some evi- 
dence that the island’s rums have 
less toxicity (hangover effect) than 
whiskies, including Scotch. But a 
new book, “The Bartender’s Book,” 
published by Viking Press, cttes 
reports from the Yale school of 
alcohol studies to a quite different 
effect. It seems that gin and vodka 
| are least likely to give you a hang- 
|over, and brandy and rum are at 
the top of the scale. From there it 


ranges downward through apple- 
jack, straight bourbon and rye, 
| blends and Scotch. 

} . - 2 


| Among admen in Florida is Sid J. 
| Schwinn, formerly a v.p. of Ruth- 
|rauff & Ryan, and the man whose 
| idea the big Christmas drive last 
year by American Television Deal- 
ers and Manufacturers was. This 
| marks the third in and out of R&R 
for Schwinn, generally acknowl- 
edged to be one of 
finest—and most 
creative men. 
@ . e 

An awful lot has been said and 
written about how the straight 
whiskies are kicking the blends 
around. But Distillers Corp.-Sea- 


| 


to blends) turned up with a profit 
of $43,199,729 in the fiscal year 
ended July 31, 1951, compared with 
$41,809,371 in 1950. Further, the 
giant distiller paid income and ex- 
cess profits taxes of $53,950,000 
last year compared with $29,763,- 
000 in the previous year. 
e * - 

The advertising department of 
the Journal, Portland, Ore., has 
been in receipt of the following 
wire from a New York agency 
“How many pikers wide is your 
double truck?” 

e o * 

Admen who attend sales and 
media presentation meetings may 
be interested to know that the 
Chicago Tribune gave a presenta- 
tion in a new and more comfort- 
able way recently. Instead of the 
usual cocktails followed by lunch- 
eon followed by lengthy “pitch,” 
the Tribune showed its easel pres- 
entation before lunch, while guests 
relaxed comfortably with their 
drinks. This took less time, and 
eliminated the usual post-prandial 
straight-back chair ordeal. 


| Magazines Gain in Linage 


advertising’s , 
irrepressible— | 


Magazine Advertising Bureau 
of Canada, Toronto, reports that 
13 principal national magazines in 
Canada showed a gain of 10.7% 
in linage and 23.2% in dollar in- 
vestment during October, 1951, 
over 14 magazines in the same 
month last year. 


Donahgy to Ad Distributors 
Burton E. Donahgy, formerly 
account executive with New York 
Motor Coach Advertising, has 
joined the money-saver coupon di- 
vision of Advertising Distributors 
of America, New York, as special 
representative to service food and 
drug products manufacturers 


BANK DEPOSITS| 


‘awe* 


& (3 


More money in Corpus Christi banks than ever 


before! Nearly $108 million was on deposit 


August 10 — up more than $10 million over a 


year ago. It’s an all-time high 


for this prosperous market where 
business is always good. Write 


for new market data folder. 


Cher chic Caller-Cimes 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 77,000 ABC 


ienally by 


TEXAS QUALITY NEWSPAPER NETWORK, 


Dollies, Chicage, New York 
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Specifications for 
Reproducing Ads on 
Letterpress Given 


New York, Nov. 21-—-A revised 
report on recommended standard 
specifications for advertising re- 
production material in magazine 
letterpress wet printing has been 
issued by the joint committee on 
magazine advertising reproduction 
of the American Assn. of Adver- 
tising Agencies and the National 
Assn. of Magazine Publishers. 

This revised report, No. 3, which 
replaces the joint committee's or- 


iginal report distributed in May, | 


1949, presents material on four- 
color (wet), four-color (2 and 2), 
black and one-color and two-color 
wet, and b&w. For quicker and 
easier reference, material is pre- 
sented under ten main headings: 
closing dates, dimensions, ink and 
paper, pre-etching standards, etch- 
ing standards, finishing, proofing, 
composition, electrotypes of type 
matter and packaging. 

In order to conserve copper, the 
minimum required width of bear- 
ers has been reduced from 1” to 
half-inch on all four sides 


Men Want Shirts, 
Cigarets, Socks for 
Xmas, Survey Finds 


New York, Nov. 21—The three 
gifts men want most this Christ- 
mas are shirts, cigarets and socks, 
in that order, according to the cur- 
rent memo issued by the retail 
division of the Bureau of Adver- 
tlsing. 

Reporting on a survey made by 
Cy Chaikin Inc. and carried in 
Sports Age, the bureau said that of 
25 gifts received most often by men 
last Christmas only 16 were repre- 
sented on this year's list. Men 
queried in the survey ranged in age 
from 25 to 45 and all income 
brackets were represented. 


@ The top 25 gift selections, in 
order of preference, were 

1. Shirts 

2. Cigarets 

3. Socks 

4. Ties 

5. Outdoor sportswear 

6. Fishing equipment 


Magazine subscriptions 
Wallets, billfoids 
Bourbon whisky 

10 Pajamas 

ll. Scotch whisky 

12. After-shave sets 

i3. Home workshop tools 
14. Books 

15. Records 

16. Cameras and equipment 
17. Gift certificates 

18. Belts 

19. Slippers 

20. Hunting equipment 

21. Rye whisky 

22. Electric shavers 

3. Golf equipment 

24. Watches 
5 


co 


25. Luggage 

Sports Age also reports that, 
contrasted with the nearly 20% 
who were dissatisfied with last 
year’s gifts in general, between 
94% and 100% said they were 


pleased with the various items of 
sportswear they received. 


Gleaves to ‘House & Home’ 

Suzanne Gleaves has resigned 
as managing editor of House & 
Garden to become executive editor 
of House & Home. The latter is the 
Magazine of Building's new light 
construction edition. Douglas Has- 
kell, previously architectural edi- 
tor of Magazine of Building, now 
becomes editorial chairman of 
both House & Home and Archi- 
tectural Forum, the new edition 
on big buildings. 


Maureen Blackmon Resigns 
Maureen E. Blackmon has re- 

signed as director of advertising 

for Alexander Smith & Sons Car- 


pet Co., Yonkers, N.Y., effective 
Dec. 15. Miss Blackmon, who has 


held the post for the past three 
years, plans to enter the agency 


field in New York. No successor 


has been named. 


Advertising Age, November 26, 1951 


Calitornia Tuna Co. Promotes 
Holliday to Sales Head 
C. A. (Hap) Holliday, advertis- 


ing manager, has been promoted 
to sales 


manager of California 
Tuna Canning 
Co., San Diego, 
succeeding Rob- 
ert J. Rohrbach 
As sales manag- 
er, he will con- 
tinue supervision 
of the promo- 
tional phase of 
the company's 
products,  pri- 
9 marily those un- 
der the Nielsen 
and Sea-Preme 
labels. 

A former newspaper man and 
magazine advertising manager, Mr. 


C. A. Holliday 


Holliday’s experience includes 
sales promotion, public relations 
and radio television production 


and publicity. 


Gill to Poole Broadcasting 
Cliff Gill, formerly general man- 


ager of KFMV, Hollywood, has 
joined Poole Broadcasting Co., 
Hollywood, as operations mana- 
ger 


‘Florida’ to Be Added to Snow Crop Label 


Tampa, Nov. 20-——As part of its 
deal with the Florida Citrus Ex- 
change (AA, Nov. 19), Snow Crop 
will be asked to add the word 
“Florida” to its frozen orange con- 
centrate label and to display that 
word along with the phrase “no 
sugar added.” 

John T. Lesley, general manager 
of the exchange, said that 
the product will be priced as close 
to consumer levels as possible 

“If the housewife will only pur- 
chase concentrate at a 19¢ level in 
a volume sufficient to move a 
year’s pack,” he said, “it is foolish 
to try to get 21¢.” 

The deal, which involved $32,- 
000,000, saw Snow Crop sel] its 
Florida processing facilities to the 
exchange while becoming the ex- 
clusive selling agency for Snow 
Crop frozen concentrates, as pro- 
duced by the exchange. 


aiso 


@ Mr. Lesley 
exchange is 


announced that the 
setting up a wholly 


We'd Much Rather 
Deliver this in Person! 


owned subsidiary, the Florida Cit- 
rus Products Exchange. The new 
body will have a board of directors 
overlapping the directorate of the 
exchange itself, and a general man- 
ager. Charles W. Metcalf, forme: 
president of Clinton Foods, parent 
company of Snow Crop, has been 
named general manager 


5309 HAMILTON AVE 


teet> Things Done bast 
BROADSIDES - TABLOIDS - CIRCULARS 
PRESS PASTED BOOKLETS 
COMICS - MINIATURES - FOLDERS 
LEAFLETS DIRECT MAIL PIECES 
CATALOGUES -FLAT SHEETS - INSERTS 


CLEVELAND 14 OHIO 
VELRPMORE BEHOERSON \ 4088 


A Modern Plant Falls Equipped bor 
COMPOSITION ENGRAVING PRINTING SHIPPING 


and reght! 


Brierley Elected V.P., S. M. 


Vernon H. Brierley, merchandis- 
ing manager of North & Judd Mfg 
Co., New Britain, Conn., manufac- 
turer of hardware saddlery, lug- 
gage, slide fasteners and uphol- 
stery nails, has been promoted to 
v.p. and general sales manager. He 
will have the added responsibility 
of postwar planning and planning 
for expansion of the company’s 
product line 


HIGH QUALITY 
LOW COST 
We ere serving mony of Amerce's 


leading edvertisers, Coll, Write, 
Wire or Teletype (CV 25) tedey' 


@ We'd much rather see you, shake your hand and thank you 


in person for your part in making this year the best we've ever had. 


But—since we may not meet before Christmas— 


everyone at Lawter Chemicals and each of us at Switzer Brothers, 


wants to voice this heartfelt hope for you and yours— 


May all your days be bright with accomplishment 


and all your vears glow with fulfillment. 


LAWTER CHEMICALS, INC. 
3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


SWITZER BROTHERS, inc. 


4732 ST. CLAIR AVENUE 
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Along the Media Path 


@ Popular Photography, a 


Davis publication, has awarded 
$25,000 in photography contest 
prizes. A total of 55,689 entries 


from all states in the U. S. and 34 
foreign countries broke all previ- 
ous records 

As part of the promotion, four 
exhibits top-winning photos 
have been opened in New York; 
4,000 mailing pieces to newspapers 


ot 


and radio stations in the home 
towns of the winners have been 
sent out, and all news sources 


which might reasonably be inter- 
in particular winner 
covered 


ested each 


were 


e “The Political Yearbook—1951" 
will be published by the Reporter 
next year, The annual will 
contain the most significant arti- 
cles dealing with politics carried 
in the Reporter this year 


early 


reports that more than 40,000 peo- 
ple have returned a coupon clipped 
from the magazine plus 10¢ for the 
magazine's special holiday catalog, 
“Your Money's Worth for Christ- 
mas.” 


e Caxton Printers, Caldwell, Ida., 
is planning to publish “News for 
an Empire,” a _ history of the 
Spokesman-Review, Spokane, 
Wash., and the area it serves. 


e The research department of 
Sports Afield has just published 
results of a 1951 liquor survey 
taken among the magazine’s sub- 
scribers. Data includes brand pref- 
erences, percentage using alcoholic 
beverages and types of beverages 
used 


e@ Family Circle has a new presen- 
tation in the form of a slide film, 
which describes its advantages as 
an advertising medium, and pre- 
sents a pitch for the grocery-dis- 
tributed magazine field in general. 


eA plug for network radio is a 
mailing piece sent qut by the west- 
ern network of National Broad- 
casting Co., which states that net- 
work radio reaches 98% of all 
homes in the three Pacific Coast 
states, and notes also that televi- 
sion is in only four markets 


e On Oct. 15, WTAG, Worcester, 
Mass., staged the most comprehen- 
sive one-day promotion in its 25- 


‘ 


WORCESTER... Syst 


Month after month, from last 
January to November, Worcester 
has stayed a preferred 
City-of-the-Month in Sales 
Management's Retail Sales 
Forecasts*, exceeding the 
national index eleven consecutive 
times. Expected retail sales 
in Worcester this month of 
$23,690,000 will better those of 


Hal, 


For 11 
Straight 
Months 


November 1950 by 8.8% 


1. high buying power 
WW ORCESTE R's 


Hit a high point 


product here in the prosperous 
Worcester Market through consistent 
advertising in the Telegram-Gazette, the 


x 


s “ \ 
YONDROs wie? oe 


<_ 
in sales of your aa 
2. intensive 
newspaper 
coverage 


newspapers that blanket the area. Daily 
' circulation in excess of 150,000. Sunday 


*Copyright: Sales Monogement 


over 100,000. 


RAM -GAZETTE 


» MASSACHUSETTS 


& F BooTtn Publisher- : 


OWNERS OF RADIO STATION WTAG and WTAG-FM- 


 - acscieecielilall 


year history. The occasion was the 
Columbia Broadcasting System's 
“Blood Marathon” for the Amer- 
can Red Cross 


e@ American Education Week, Nov. | 


Ziff-| e Living for Young Homemakers| 11-17, was saluted by WHAS-TV, | 


| Louisville, by staging a week-long 
series of remote telecasts from 
schools in the area. Life assisted 
with the project. 

WGN-TV, Chicago, also had a 
special program during the week 
Entitled “Chicago Schools in Ac- 
tion,” it served as an introduction 
to a series of programs the station 
will telecast each week in cooper- 
ation with the Chicago Board of 
Education 


e WTIC, Hartford, reports that its 
coverage of a recent city election 
was effective to the point of lead- 
ing all other reporting agencies by 
a wide margin in reporting the 
winning candidate. The station’s 
unofficial figures were 99.9% cor- 
rect. 


@ Photographing of 84 Chicago 
high school football players, be- 
tween Nov. 1 and 5, put a 1,375- 
square-foot addition to the Chicage 
Tribune’s news photography plant 
into use for the first time. Forty 
news photographers now utilize 
2,982 square feet of floor space on 
the fourth floor of the Tribune 
Tower and the newly completed 
12-story addition which adjoins it 


e As part of its 1952 expansion 
program, the American Girl, pub-| 
lished by the Girl Scouts of the} 
U. S. A., is setting up a new sales 
and circulation promotion depart- 
ment. Mrs. Mary Chaney, formerly 
with Family Circle, has joined the 
staff as promotion manager. 


e@ The technical staff of Pittsburgh 
Station KDKA's transmitter in 
Saxonburg, Pa., a village of about 
500, pretty well dominates the 
political life of Saxonburg, accord- 
ing to the latest election returns 
which show transmitter supervisor 
Herb Irving as Burgess; transmit- 
ter engineer Kenny Walborn as 
Councilman; E. M. Sollie, also an 
engineer, as school director and 
treasurer; Mrs. Herb Irving as| 
school director, and Mrs. Sollie as 
minority inspector of elections. 


e For the fifth consecutive season, 
KWK, St. Louis, is making its) 
facilities available to the entire | 
area for notifying students about | 
school sessions during severe 
weather. Announcements concern- 
ing the continuation or cancelation 
of school sessions will be made be- 
tween 7:15 and 9:30 a.m. 


e “The Girl Under Twenty—Food 
Buying, Meal Planning, Parties,” 
third in a series of teen market 
surveys, has been issued by Seven- 
| teen. Based on a national poll of 
| teen-agers conducted for the pub- 
| lications by A. J. Wood & Co., the 
| survey also contains relevant data 
| from other sources 


| @ Time is offering “Some Market- 
ing Counsel from Merrill Lynch, 
Pierce, Fenner & Beane” its 
latest promotion piece. The mail- 
ing is designed as three books in 
one, tracing the results obtained by 
the brokerage concern in 12 years 
of advertising in Time. 


as 


e@ The Nov. 12 issue of Fortnight, 
Los Angeles, regional news maga- 
zine, celebrates its fifth anniver- 
sary. In addition to special feature 
articles, the issue saluted more 
than 50 outstanding personalities 
in California, the “Top Perform- 
ers” of achievement in various 
fields, from science to entertain- 
ment. 


e Science & Mechanics, Chicago, 
will carry in its December issue 
the first test reports derived from 
a new program for performance 


| testing of foreign and American | 
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cars, to be conducted for the mag- 
azine by Motor Vehicle Research, 
subsidiary of Gale-Hall Engineer- 
ing, Boston 


e@ Paid advertising for 1951 was 
up 54.7%, Scientific American re- 
ports. The monthly’s net revenue 


| surpassed that of any year in its 


106-year history. 


e@ McGraw-Hill Publishing Ce. has 
put out a revised edition of its 
booklet, ““Merchandising Your Ad- 
vertising,” which describes a 
three-way merchandising program 
by which industrial advertising 
managers cen keep their own or- 
ganizations, salesmen, distributors, 
etc., posted on their company’s ad- 
vertising program 


e The Journal, Portland, Ore., 
published its second annual winter 
vacation advertising section Nov. 
25. The 24-page tabloid, with liber- 
al use of color, featured Pacific 
Northwest beaches, skiing and re- 
sorts. In addition, there was fea- 
ture materia] on Hawaii in con- 
junction with the Journal’s second 
annual all-expense air trip to Ha- 
waii next February 


NARGUS Sponsors Course 

The National Assn. of Retail 
Grocers, in cooperation with the 
University of Chicago, will spon- 
sor a short educational course for 
food retailers March 24-26 at In- 
ternational House on the Univer- 
sity of Chicago campus. Also 
planned is a course for secretaries 
of state and loca] associations, of 
which NARGUS has more than 
600 affiliates, Nov. 17-19. The as- 
sociation is granting the Univer- 
sity of Chicago $100,000 to sup- 
port these educational and re- 
search activities. 


Esquire Inc. Promotes 3 

Esquire Inc., Chicago, has pro- 
moted J. M. Arnstein, assistant cir- 
culation director, to circulation 
director, succeeding A. L. Blinder, 
who was promoted to executive 
v.p. recently. Herbert W. Petzel, 
newsstand sales manager, and Irv- 
ing Silverman, subscription sales 
manager of Esquire and Coronet, 
have been promoted to assistant 
circulation directors. 


General Box Co. Moves 


The executive offices and lab- 


'oratory of General Box Co., Chi- 


cago, have moved to Des Plaines, 
Ill. Direct phone lines to Chicago 
are being retained. 


Marketing Group 
Schedules Program 
for December Meet 


Boston, Nov. 20—Leading man- 
ufacturers, marketing executives 
and economists wil] discuss mar- 
keting problems presented by the 
continuing world crisis during the 
national conference of the Ameri- 
can Marketing Assn. here Dec. 27 
and 28. 

More than 400 economists and 
marketing executives from all 
parts of the country will assemble 
for a series of New England style 
“town meetings” scheduled for the 
two days. 

Keynote speaker at the meeting 
will be Dr. Floyd A. Harper, author 
of “The Crisis of the Free Market,” 
who will discuss the various prob- 
lems involved in preserving the 
free market. 

Dr. Emerson P. Schmidt, chief 
economist of the U.S. Chamber of 
Commerce, will speak on the sub- 
ject of “How long will the free 
market be free?” 

Other speakers on the program 
include William Applebaum, gen- 
eral manager of Stop & Shop, Bos- 
ton; Lawrence F. Whittemore, 
president of the Brown Co., Ber- 
lin, N. H., and Prof. Malcolm Mc- 
Nair of the Harvard Business 
School. 

In addition, Dr. Virgil Reed, v.p 
of J. Walter Thompson Co., will 
lead a panel discussion on adver- 
tising effectiveness. 


Bull Line to Seix Co. 

J. C. Seix Co., New York, has 
been appointed to handle advertis- 
ing and publicity for Bull Insular 
Line, New York, ocean freight & 
passenger service concern. Dore- 
mus & Co., Boston, handled the 
account previously. 


Edits ‘Fibre Containers’ 
Richard W. Porter, formerly 
editorial director of Paper Indus- 
try, has been appointed editor of 
Fibre Containers, published by 
Board Products Publishing Co., 
Chicago, effective Dec. 1. 


Sun Oil Starts Winter Drive 
Sun Oil Co., Philadelphia, has 
launched a campaign in 250 news- 
papers in 18 states to promote its 
high-test Blue Sunoco primed with 
Butane for quick cold-weather 
starting. Hewitt, Ogilvy, Benson & 
'Mather, New York, is the agency. 
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“EDUCATION OF THE DESIGNER’—At the recent forum on this subject sponsored 
by Chicago's Society of Typographic Arts, panel speakers discussed the role of 
the schoo! in preparing the student for his life's work. Among the speokers were 
(left to right) Taylor Poore of Tempo Studios; Egbert Jacobson of Container Corp. 
of America; John Wilmarth of Earle Ludgin & Co., and Burton Cherry of the Cuneo 


Press, 


who served as moderator 


Oregon Bank Sponsors Historical Caravan 
and 7-Month Tour Throughout the State 


PORTLAND, OreE., Nov. 20—The 
U. S. National Bank of Portland 
celebrated its 60th anniversary by 
sponsoring an Oregon Historical) 
Caravan to take the story of the| 
state and its early hisiory to every | 
corner of Oregon. 

About a year ago, the bank de-| 


cided to put together a collection | 
the | 


of state documents, relics, 
State seal and the state flag and 
send it on a tour of the state in a 
manner similar to that of the 
California Historical Caravan. 

To head the project it appointed 
Victor S. Collin, an account ex- 
ecutive at Richard G. Montgom- 
ery & Associates, the bank’s agen- 
cy. Mr. Collin spent several months 
in assembling the material and 
arranging displays in two special- 
ly designed buses, and another 
seven months in touring the state. 


@ The caravan traveled a total of 
3,149 miles within the state, visit- 
ed 94 communities, and attracted 


project and devoted an estimated 
14 hours and 22 minutes to the 
caravan. 

One of the more interesting 
problems which Mr. Collin faced 
was the fact that almost no one 
knew what the state flag looked 
like. Since flags of the desired 
sizes were unavailable, they had 
to be made te order. 


Agency List Is SAR's 


In its story on the Puerto Rican 
Rum Institute account going to 
Turner & Dyson, Nov. 5, AA er- 
roneously referred to “Standard 
Rate & Data Service's September 
Agency List,” where Standard Ad- 
vertising Register’s Agency List 
was meant. SAR bought out the 
SRDS agency list several years ago. | 


Chemical Co. Changes Name 
Antara Products, a division of 
General Dyestuff Corp., New York, 
sales and service organization of 
all acetylene chemicals, intermedi- 
ates and allied products of General 


Conn., executive v. p.; 


The New England Council, re- 


gional development and promotion 


association made up of New Eng- 
land industrialists, has reelected 


| Walter H. Wheeler Jr., president 
of Pitney-Bowes 


Inc., 
Conn., manufacturer 
meters and mailing 
president. Other officers 
are: Walter Raleigh, 


S\amford, 

of postage 
machines, 
elected 
Bridgeport, 
Robert P 
Tibolt, v. p. of Eastern Gas & Fuel 
Associates, Boston, treasurer, and 
H. Ladd Smith, director of re- 
search, Vermont Marble Co., Proc- 
tor, Vt., secretary. 


Walgreen Self-Service Bows 

Walgreen Co., Chicago, has an- 
nounced it will open its first self- 
service drugstore in Chicago next 
spring at 87th St. and Cottage 
Grove Ave. A second self-service 
store is under construction at 
Western Ave. and 95th St. The 


company has seven other 3elf-serv- 


ice stores in midwestern and west- 
ern cities. The new units will car- 
ry hardware, garden supplies and 
other items not available in the 
conventional-type stores. 


New England Council Elects Direct Mail Groups Join 


!to Boost Mail Advertising 


The Mail Advertising Service 
Assn., International, Detroit, and 
the Direct Mail Advertising Assn. 
have appointed a committee to pro- 
mote such projects as direct mail 
advertising in adclubs in larger 
cities, and direct mail courses in 
college curricula 

In addition, the committee will 
conduct research and the two as- 
sociations will exchange informa- 


histories 


tion on successful case 
of direct mail advertising 


Keystone Appoints Two 

Keystone Mfg. Co., Boston, man- 
ufacturer of cameras and projec- 
tors, has appointed John C. Dowd 
Inc., Boston, and Dowd, Redfield 
& Johnstone, New York, to handle 
its advertising. Newspapers, na- 
tional and trade publications will 
be used. Louis K. Frank Co., Bos- 
ton, had the account previously. 


Vital editorial material 
of interest to all gas- 
heating men in all 
parts of the field. Deal- 


ers, Wholesalers, Gas 


Companies 

Write HEATING PUB. 
LISHERS, Inc.,17E. 37th 
St. « NEW YORK 16 


Aniline & Film Corp., New York, 
has announced it will change its 
name to Antara Chemicals, a divi- 
sion of General Dyestuff Corp. 


Buffalo TV Set Coverage 
There were 232,494 television 
receivers in use in the Buffalo 
area as of Nov. 1, according to 
Niagara Power Corp. 


one out of every seven residents 
of Oregon. There was no admis- 
sion charge. 

Every newspaper in the state— 
and two outside—supported the 
caravan with news stories, pic- 
tures and editorials—to the tune|* 
of 31 pages of space. Forty-one 
radio stations also supported the 


Product promotion through edu- 
cational programs that meet the 
requirements of Home Economics 
teachers and Adult Groups of all 
levels . . . has been our business 
for the past 18 years. 

That is why advertisers and 
agencies call us in for specialized 
services in reaching the Educational 
Market .. . profitably! 

The preparation of effective 
educational material acceptable to 
educators is a job for specialists 
who know the Educational Field. 

If you are looking for greater 
results in the Educational Market, 
let us tell you how our time-tested 
techniques and “know how" can 
work for you. 


MAKERS O 


? 


BECKETT—the good-looking, 


IF YOU WANT YOUR CATALOGUE. oR 
BOOKLET. OR HOUSE ORGAN TO BE 
READ FROM COVER TO COVER... 


EFERABLY, a cover of BUCKEYE or 


long-wearing 


cover stocks which have long been the first 


choice of admen and printers everywhere. 


13 colors, 9 finishes, to choose from 


in the BUCKEYE line; 10 


colors, 


9 finishes, in the lower-priced but 
very attractive BECKETT line. 


THE BECKETT 


F GOOD PAPER 


IN HAMILTON, OHIO SINCE 


PAPER COMPANY 


1848 
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PHOTOG RAPH 


NIAA’S STRATEGY COMMITTEE—Members of the executive com 
mittee of the 1952 conference of the National Industrial Adver 
tisers Assn. gathered in Chicago recently to set the wheels in 
motion. Seated, in the usual order, are: William Geidt, ad man 
ager of Inland Steel Co.. Emil G. Stanley, executive v. p. of 
Traffic Service Corp.; Charles O. Puffer, v.p. of Casler, Hemp 


GOLDEN ANNIVERSARY GOODYEAR AD-Officiols of Good 
year Tire & Rubber Co. and Curtis Publishing Co. recently cele 
brated the 50th anniversary of the appearance of the first 
Goodyear ad in in the Post. P. W. Litchfield (seated, second from 
right), chairman of Goodyear, receives a plaque showing the 
number of ads that have run from Robert E. MacNeal, presi 
dent of Curtis. Others (seated, left to right) are: L E Judd 
Goodyeor PR director; Arthur W. Kohler, v.p. and ad director 
for Curtis; E. J. Thomas, Goodyear president, and Ben Hibbs, 
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stead & Hanford; Henry W. Tymick, v.p. of the Buchen Co 
Henry A. Countryman, the Crane Co., and G. D. Crain Jr., pub 
lisher of Industrial Marketing and Advertising Age. Standing 
left to right) are: Corl McWade, ad manager of Skilsaw Co 
and president of the Chicago IAA, and Blaine Wiley, execu 
tive secretary of NIAA, New York 


Saturday Evening Post editor Standing, left to right, ore: C. C 
Osmun, director of trade relations, Goodyear; Dave Buchanan, 
Goodyear ad department manager; John L. Naylor, the Post's 
Cleveland representative; R. S. Wilson, Goodyear v.p. in charge 
of sales; Victor Holt Jr., v.p. in charge of tire sales for Good 
year; S. Y. Edgerton, Saturday Evening Post ad sales manager 
J. E. Mayl, v.p. and sales coordinator for Goodyear; M. H 
Boynton, manager of the Post's Cleveland office, and J. M 
Linforth, v. p. of Goodyear 


ITS AN AD AGENCY OFFICE—There was a good reason for A'fred Colle Co.'s 

recent move from downtown Minneapolis to this attractive residential structure on 

25th St. and Park Ave. Mr. Colle said thot service trades people find it easier to 

pork when they call; agency people are only four minutes from downtown, and “the 
quiet atmosphere is much more conducive to top-notch work.” 


MODERN TIN-TYPE—Vaientino Sarra of Sarro Inc. (seated, left) suggested posing 
the principal speakers at the recent fall meeting of the Michigon Council of the 
American Assn. of Advertising Agencies in the turn-of-the-century, hand-on-shoulder 
style. Seated (right) is Earle Ludgin, head of the Chicago agency bearing his name 
Standing, in the usual order, are Frederic R. Gamble, president of the Four A’s 
Louis N. Brockway, executive v.p. of Young & Rubicam and board chairman of 
the Four A’s; Carl Georgi Jr., v.p. of D P Brother & Co. and chairman of the 
Michigan council, and Walter Weir, v.p. of Donahue & Coe, New York. 


he me We ee Femee ney Baits Readily Bie keete. 


MAGNIFICENT MAGNAVOX'—Typical of Magnovox Co.'s Christmas ad campaign is 

this color page citing the company’s TV set as “the magnificent gift for all the ington, Chicago, a week ago, an alert house warming party 

family.’ House Beautiful, House & Garden, Holiday, Life, Newsweek, The New Yorker, 
The Saturday Evening Post, Time ond U. S. News & World Report ore on the list. 


KEYSTONE HOUSE WARMING When Keystone Broadcasting 
Co.'s officers moved into fancy new quarters ot 111 W. Wash- son (right), sales representative, shown with their temporary 


THE TAILS TELL THE TALE—It's not a tall tale, but furiously wag- 
ging tails that amuse the passers by and attract attention to Pet 
Food Co.'s new painted bulletin in Portland, Ore. All three dogs 
ond the cat wag their tails and beg for Beg-More dog and cat agency 


photographer caught these two snapshots, 
the picture ot left are Sidney J. Wolf (left), president of Key- 


among others. In 


food on the bulletin, which also plugs the company’s Beg-More 
Dog Finder, a five-minute combinoti radio news and lost-and- 
found dog broadcast. Don Dawson Co., Portland, is the new 


stone; Naylor Rogers (center), executive v.p., and E. R. Peter- 


doorman. At right (in usual order): Martin Pritz, Buchanan & 
Co.; Ed Fitzgerald, J. Walter Thompson Co.; William Fitzgerald, 
Garden City Envelope Co.; Hugh Boice, Fuller & Smith & Ross 
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Little-Known Western Freight Route 
Benefits from Up-to-Date Publicity 


Breser, Car., Nov. 20—Most 
railroads are judged by their pas- 
senger service, though the freight 
service is what piles up the gross 
revenue and pays the dividends. 
The reliance on glamorized pas- 
senger service to build the repu- 
tation for a freight line as well 
has left a tough problem for two 
western railroads operating an ob- 
secure but highly important freight 
line over which no passenger serv- 
ice has ever operated 

The railroads are the Great 
Northern and the Western Pacific 
The freight line is the “inside 
gateway” that links Los Angeles 
and San Francisco to the Pacific 
Northwest through this tiny Junc- 
tion point in the pine hills of 
northeastern California. In freight, 
the line is competitive with the 
highly touted Southern Pacific, 
which operates widely renowned 
passenger trains over its line link- 
ing Portland and San Francisco 


@ The “inside gateway” is one of 
the newest major railroad lines 
in the country. It was completed 
only 20 years ago. During the war, 
it carried a heavy volume. Since 
the war, the two railroads have 
been pushing for more volume. A 
vear and a half ago officials of the 
two lines, plus those of the Santa 
Fe, which provides the link to Los 
Angeles, made a joint inspection 
trip and laid the basis for faster 
freights and better service. 

The Bieber route now carries 
two through freight trains a day 
each way. For Western Pacific, 
this route provides 25% of freight 
revenues. From a point of service, 
WP and GN men say they cut 
about 24 hours off the running 
time between California cities and 
the Northwest. 

Earlier this month GN and WP 
officials came up with a new 
wrinkle in railroad promotion in 
these parts: a house party on 
wheels bringing together business 
and civic officials from cities serv- 
ed by the route, giving them a 
three-day excursion on the newest 
of railroad equipment, including 
the hallowed railroad ceremony of 
driving the golden spike. 


e Great Northern started its spe- 
cial train from Portland, Ore., 
Friday afternoon, picking up men 
from Portland, Tacoma, Spokane, 
Seattle and Vancouver, B.C., and 
others the following morning from 
Bend and Klamath Falls. Western 
Pacific started late Friday from 
San Francisco, with nearly 50 men 
representative of communities this 
line serves, from the Bay Area up 
along the Feather River route to 
Bieber, Newspaper reporters and 
phetographers were among those 
aboard, of course. Top officials of 
other lines were along, and at 
Klamath Falls, Ore., the trains 
joined. There they had a Chamber 
of Commerce breakfast reception 

The golden spike ceremony 
came at Bieber, repeating the 
spike-driving of 20 years before 
Here, for variant, the presidents 
of the two lines handled the gold- 
painted mauls in a contest to see 
who could drive a spike faster 
Maybe it wasn't fair without a 
handicap, but the younger of the 
two, John M. Budd, head of the 
GN, copped the honors in a photo- 
finish with F. B. Whitman, presi- 
dent of WP 

Lucius Beebe, railroad writer, 
and his collaborator, Charles 
Clegg. in tall hats and cutaway 
coats, provided a nostalgic touch 
as seconds for the presidents 


® The ceremonies over—in a raw, 
driving rain—the high school band 
hopped back into the school bus, 


and railroad guests climbed aboard 
the trains, headed for the bar 
(everything was on the house) and 
food superb. Then the joint train 
rolled three hours southward into 
California, to Hide-A-Way Lodge 
in Greenville, a dining place fared 
for its charcoal broiled steaks. Af- 
ter dinner the two trains separated 
and returned the guests home. 

Within the shipping area of 
this line, the Bieber jaunt and 
spike-driving drew a nice quota 
of publicity in news and pictures. 

Charles W. (Dinty) Moore of St. 
Paul and Frank E. Perrin, Seattle, 
public relations men for the GN, 
and Gilbert H. Kneiss, holding a 
similar spot for Western Pacific, 
handled arrangements. 


Why Take Shots in the Dark? 


... when advertising in the Green Bay, Wisconsin, 
Press-Gazette puts your product right 

“on target"! And for testing, the Press-Gazette 
offers nearly total saturation of a truly typical 
population. Here's diversified industry and 
business, normal employment and nationality 
groups. And best of all here's size sufficient for 
adequate ‘spread’ without surrendering 

positive control! 

CONTACT THE GENERAL ADVERTISING DEPARTMENT, 


GREEN BAY PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Grocery Store Audit 

Available for tests 
The Press-Gazette store audit 
has o basic panel of 18 ovt 
lets. Soles ore determined by 
regular store invoice and inven 
tory checks. Available without 
charge for test compaigns. 


Mas. Elmer Paul, of Nevada. Lowa, is the kind 


of superlative housekeeper who rates the raised 


evebrow from your wife and mine. 

She knows as much about labor saving as most 
management experts, and applies her knowledge 
effectively... 
mending at the ironing board, cooks two meals at 
atmme.. 
washing machine, dryer and ironer 
left for family, 
weaving, Christmas cookies. 

Read all about her in “Use vour head about 
housework” 2... 


magazines 


. uses a mechanical dishwasher, electric 


the old fashioned hired man. . 
efheieney, better methods, 


her job better and 


\ farmer's wife, Mrs. Paul substitutes for the 


non-existent hired girl, as her husband has replaced 


. with machinery. 


And finds ideas and inspiration on how to do 
more out of life from 
SUCCESSFUL Farming... guide book for better farm 
living as well as better farm business, 

SUCCESSFUL FARMING goes to nearly a million 
prosperous farm families (out of its 1.200.000 total 
circulation) in the fifteen agricultural Heart states. 
where farmers have a larger investment in land. 
livestock, building and equipment, better brains. 
better crops, better incomes. These SF subseribers 
average gross earnings are ¢ onsistently more than 


50% higher than the national farm average. | 


Wirt a deeade of unprecedented prosperity, 


mortgages reduced or paid off. farms electrified 


and increasingly mechanized, billions in savings. . 


SF families are bringing their homes up to their 


.can dust with both hands, does spot 


... has time 
social affairs, and hobbies such as 
and flying lessons. also New York. 
in one of the great home service 


SUCCESSFUL Farwine, December issue. 


SUCCESSFUL FARMING . . 


fill out any national advertising effort! 
SF office for full facts. 
VMereoirn Posuisinine Compasy, Des Moine- 


Chic age 


new living standards, represent the world’s best 
market for housing, furniture, home equipment 
Mostly missed by general media, little: touched 
by television, this market is deeply penetrated by 
. with its high readership 
selective content and editing, and a half century 


of practical service, SF is needed to balanee and 


. Ask any 


Cleveland. Detroit 


Atlanta, San Franeiseo. Los Angeles 
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SPEAKS FOR ITSELF 


LET THE BAYONNE TIMES SPEAK 
FOR ITSELF—SEND FOR A COMPLI- 
> MENTARY COPY AND SEE WHY— 


“BAYONNE CANNOT BE SOLD 
FROM THE QUTSIDE 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 


ie BOGNER & MARTIN 


San Francisco 
Artists Name 


18 Ad Winners 


San Francisco, Nov. 20—The 
Society of Artists and Art Di- 
rectors presented 18 awards of ex- 
cellence and two special awards 
to entries in its fourth annual Ex- 
hibition of Advertising Art. 

The William Randolph Hearst- 
San Francisco Examiner medal for 
the best newspaper advertising art 
was won by artist James Hansen, 
art director Larry Wickstrom, and 
Batten, Barton, Durstine & Osborn 
for a Tree Tea ad. 

Second special award, the Foster 
& Kleiser gold medal for the most 
outstanding piece of outdoor poster 
advertising, was won by artist 
Harry 
Malmquist Cone & 


and Foote, 


Going after the 


BR. E. Cross (right), 
supervisor of Vocational 
Agriculture at San Jose, Cal., 
past president of National 
Association of Vo-Ag Teachers, 
discussing farm account boo 
with farmer John Ponzinni. 


’ Mr. Cross is typical of the 
County Agents and Extension Leaders who influence the thinking, 


FARM MARKET? 


Get acquainted with 
. E. CROSS, 
San Jose, 
California : 


22,000 Vo-Ag Teachers, 


working and buying habits of 6 million farm families! You'll know 


why when we tell you that in one year he 


s @ Supervises 11 regular Vo-Ag Teachers who serve over 200 regular 
% students. 
@ Supervises five veteran program instructors serving 80 veterans enrolled 
in Institutional-On-The-Farm-Training 
7 @ Leads four FFA chapters in the San Jose district. 
s @ Directs an expanding program of evening classes serving 50 to 75 adult 
" farmers annuolly. 
z @ Conducts eight to ten farm radio programs. 
@ Writes over 3,000 column inches of newspaper articles for farmers. 
4 @ Conducts several farm programs for farm organizations and service clubs. 
¢ 


influence on sales 


CCA 


That's why it pays to inform him 


BETTER FARMING METHODS 


Business 


All of which means his acceptance of your products is an important 


through 


Magorine for leaders 
ADVISE Farmers 


who TRAIN and 


Getter FARMING METHODS 


Shas 


NEW York = Clcago- Los Angele 


WATT PUBLISHING CO., MOUNT MORRIS, 


San francisco 


Seattle Dallas Portland Denver "Palo Alte 


Diamond, art director Link | 


Belding, for a poster designed for 
Southern Pacific Railroad. 


® This year’s 250 winners, selected 
from 1,050 entries, are being dis- 
played at the society’s new head- 
quarters at 252 Clay St. The top 
18 awards of excellence are: 

Consumer magazines ‘three awards) 

1. Artist, Rio Reamy Studio and Paul 
Wing Studio; art directors, Edith Jaffy 
and Robert O. Bach; agency, N. W. Ayer 
& Son; advertiser, Joyce Inc 

2. Artist, Harry O. Diamond; art di- 
rectors, Robert O. Bach and Edith Jaffy 
agency, N. W. Ayer & Son; advertiser, 
Hawaiian Pineapple Co. Ltd 

3. Artist, Robert Schneeberg; art di- 
rectors, Edith Jaffy and Robert O. Bach; 
agency, N. W. Ayer & Son; advertiser, 
Joyce Inc 


@ Trade publications ‘two awards): 

1. Artist, Gerhardt-Hurt; art director, 
Robert O. Bach; agency, N. W. Ayer & 
Son; advertiser, Hawaiian Pineapple Co 

2. Artist, Lowell Herrero and Staniford 
& Sandvick Studio; art director, Sam 
Hollis; agency, Foote, Cone & Belding; 
advertiser, Peerless Yeast Co. 

Newspapers, local and retail: Artist, 
James Hansen; art director, Larry Wick- 
strom; agency, Batten, Barton, Durstine 
& Osborn; advertiser, M.J.B. Coffee Co 

Newspapers, national and _ regional 
Artist, James Eng; art director, Walter 
Grandburg; agency. Kenyon & Eckhardt; 
advertiser, Lincoln-Mercury Dealers Assn 

Small space advertisements: Artists, 
Robert Guidi, Richard Hovis and Com- 
mercial Stills; art director, Richard Hovis; 


agency, Kenyon & Eckhardt; advertiser, 
Lincoln-Mercury Dealers’ Assn., western 
region 


Lettering and design: Artist, Bill Hyde; 
art director, Lloyd Mevers; agency. Holst. 
Cummings & Meyers; advertiser, Hawaii 
Visitor's Bureau. 


@ Editorial art (four awards) 

1. Artist, Harold Quiram; art director 
Robert E. Rieser; agency, publications and 
advertising department of the Henry J 
Kaiser Cos.; advertiser, Kaiser Graphic 
Arts 

2. Artist, Bruce Bomberger; art director 


Frank Kilker; publisher, The Saturday 
Evening Post 
3. Artist, Stanley W. Galli: art direc- 


tor, Frank Kilker; publisher, The Satur- 
day Evening Post 

4. Artist, Paul Forster; art 
Robert W. Washbish; agency, 
Taylor; advertiser, Standard 
California 

Booklets and folders ‘two awards) 

1. Artists, Glen Grohe and Bill Hyde: 
art director, Jon Sandvick: agency, Stani- 
ford & Sandvick; advertiser, Staniford 
& Sandvick 

2. Artist, Amado Gonzales; art direc- 
tor, Robert W. Washbish; agency, Taylor 
& Taylor; advertiser, American Photo 
Engravers Assn 


director 
Taylor & 
Oil Co. of 


@ Displays (three awards: 

1. Artists, James Eng, Glen Grohe, Peg- 
gie Bach, Bruce Butte, Sophie Porter and 
Paul Forster; art director, Robert Bach; 
agency, N Ayer & Son; advertiser 
Hawaiian Pineapple Co 

2. Artist, Don Romano; art director, 
Robert B. Freeman; agency, Charlies R 
Stuart; advertiser, Bank of America 

3 Artist, Bruce Butte; art director, 
Harry Fletcher; agency, 
ards; advertiser, Italian Swiss Colony 


Harrington-Rich- 
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‘Drexel Furniture to Start Drive in March 
for Its New ‘Perspective’ Furniture Line 


| Drexer, N. C., Nov. 21—Drexel 
Furniture Co. next March will 
open its broadest and longest ad- 
| vertising campaign to promote its 
| new Perspective modern furniture 
| group, designed for the average 
| family budget. The campaign is 
| claimed to be one of the largest 
}ever undertaken by a home fur- 
| nishing company. 

} Perspective furniture will be in- 
troduced in March issues of Better 
Homes & Gardens and House & 
Garden. This will be followed by 
copy in the April issue of Good 
Housekeeping. Spreads will be 
used in Woman’s Home Companion 


in May and in June issues of 
Bride’s Magazine and Today’s Wo- 
man. A special five-page section 
is scheduled to run in House Beau- 
tiful in August. Living for Young 
Homemakers will carry the cam- 
paign through the summer. 


The fall schedule calls _ for 
spreads in American Home and 
McCall’s and a four-page ad in 


Vogue. Farm Journal will be used 
in October. The schedule for No- 
vember and December has not been 
completed. 

John Falkner Arndt & Co., Phil- 
adelphia, is the agency. 


Posters: Artist, Harry O. Diamond; art 
director, Link Malmquist; agency, Foote, 


Cone & Belding; advertiser, Southern 
Pacific 
Packages and labels: Artist, Graeme 


Thomson and Don Hamer-Shawl, Nyeland 
& Seavey; art director, Phil Poirson, 
Shawl, Nyeland & Seavey; advertiser, Cal- 
ifornia Ink Co 


Set ‘52 Promotional Calendar 


The National Citrus Merchan- 
dising Committee has prepared 
plans for five nationwide food 


store promotions for citrus fruits 
in 1952: Jan. 17-26—citrus winter 
health sale; March 13-22—citrus 
jamboree; May 8-17—spring citrus 


sale; June 19-28—citrus circus 
sale; Aug. 7-16—beat-the-heat 
sale. Each promotion will feature 


fresh citrus fruits as well as the 
respective frozen and canned prod- 
ucts, except the citrus jamboree in 
March, which will push only fresh 
fruit. Point of sale display is being 
prepared for each promotion. Rus- 
sell Z. Eller, advertising manager 
of the California Fruit Growers 
Exchange, was elected chairman of 
the committee for 1952. 


Petry Expands Sales Staft 
Edward Petry & Co., New York, 
has separated six of its seven of- 
fices from radio to become exclu- 
sively television representatives 
and has increased its sales staff. 


Douglas MacLatchie, who has been 
with the Petry TV sales staff for 
two-and-a-half vears, has been 
promoted to head of the New York 
office. Herbert C. Watson, James 
C. Richdale Jr. and LeGrand S 
Redfield have been appointed to 
the New York sales staff; Charles 
Pratt to the Chicago office, and 
Richard W. Hughes to the St 
Louis staff. 


Texas Net Changes Owners 

The Federal Communications 
Commission has approved a change 
in ownership of Texas State Net- 
work, Fort Worth, which owns four 
stations in Texas outright and 
operates a 19-station chain in Tex- 
as and parts of New Mexico and 
Oklahoma. Sid Richardson, Fort 
Worth oilman, now owns approxi- 
mately 63% of the station’s stock: 
Gene Cagle, president of the com- 
pany since 1944, owns approxi- 
mately 34%, and the O. R. Dillard 
family of Wichita Falls, Tex., owns 
about 3% 


Barnes to Weintraub & Co. 
Mrs. Dorothy Barnes, formerly 
fashion advertising copy chief for 
J. C. Penney Co., New York, de- 
partment store chain, has joined 
William H. Weintraub & Co., New 
York, as assistant account execu- 
tive on Maiden Form brassieres. 


Specialists in SILK. 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA * 


DZLay “nd 
ei eg hl Service eee 


to meet your 


tight schedules 


photo engraving company 
118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE: FRanklin 2-6343 
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NBP Plans Co-op 
Ad Campaign in 
Members’ Papers 


(Continued from Page 1) 
president of Putman Publishing 
Co., president; Rufus Choate, pres- 
ident of Bookout-Choate-Scott, 
v.p.; Leonard Tingle, president of | 
the Butterick Co., treasurer; and 
Robert E. Harper, executive v.p. 
and secretary. 

The new board members are 
Arthur King, King Publications, 
San Francisco; Kingsley Rice, 
president and publisher of Tech- 
nical Publishing Co., Chicago; Don 
Nichols, president and treasurer of 
Ahrens Publishing Co., New York, 
and W. J. Rooke, president of the 
W. R.C. Smith Publishing Co., At- 
lanta. 

As a member of a panel of six 
publishers of the advertising press 


| job of keeping advertising agen- 


business men perform their jobs. 

He pointed out that business 
publications which not only supply 
the technical information related 
to their restricted fields, but also 
try to report and interpret the 
larger and more sweeping trends 
which affect both current opera-' 
tions and future opportunities, may 
come closest to meeting the real 
needs of their readers. 


8 Alvah B. Wheeler, president of 
Tide Publishing Co., told NBP}| 
members that, although plant 
growth, company sales forces and, 
capital expansion have increased | 
in the past ten years, advertising 
spending has decreased propor- 
tionately. He urged publishers to} 
do a leader-type of job to get | 
management to realize its respon- | 
sibility in keeping up our econ-| 
omy through advertising. 

Roger Barton, editor of Adver-| 
tising Agency, stressed that, if) 
business publications did a better 


cies informed on facts and figures 
of audited circulations and the ac- 


| in the nation’s 


71 


Sales Resistance 
Softened by Ads, 
Marketers Told 


selling” job which would sell the 
business man on the business press 
as a less expensive and more ef- 
fective medium. In doing this job, 
he said, publishers would have to 
train men to understand the ad- 
vertiser’s problems and keep pace 
with standards of practice. 


@C. B. Larrabee, president and 

publisher of Printers’ Ink, told ? : ; 

NBP members that as business Newark, Nov. 21-—*“Advertis- 
paper publishers they should in- ing is the artillery that softens up 


the enemy [sales resistance] 
the infantry [the sales force] can 
advance toward its objective 
Without the artillery of advertis- 
ing, sales resistance would be al- 
most impossible to overcome by 
the limited sales forces available 
to most business organizations.” 
This opinion, expressed by Har- 
ry Cooper, president of Cooper 
Alloy Foundry Co., Hillside, N 
J.. summed up the panel discus- 
sion on the integration of sales and 
advertising which was featured at 
the meeting last night of the Indus- 
trial Marketers of New Jersey. 
Other speakers included Elliot 


terpret the public to the business " 
reader as well as defend the in- 
dustry to the public. He warned 
the publishers against being fault 
finders and urged factual and 
truthful interpretation of each. 
Philip Salisbury, general man- 
ager of Sales Management, told the 
group that a consciousness of the 
business press should be developed 
colleges. 
Increasing this consciousness 
could be accomplished, he said, by 
offering summer jobs to journa- 
lism students, by sending mem- 
bers as lecturers to colleges, and by 
setting up scholarships either as 


speaking before NBP at a lunch- 
eon session, G. D. Crain Jr., pub-| 
lisher of ADVERTISING AGE and In- 
dustrial Marketing, refuted the 
theory that business publications 
should leave politics alone and 
stick to education. He stressed the 
need for business publications to 
report and interpret government 
information allied to their publica- 
tions’ industry as a service to help 


tual authority of the readers, their 
publications would have a better 
standing on agency media lists. 
Walter E. Botthof, publisher and 
chairman of the board of Standard 
Rate & Data Service Inc., pointed 
out that NBP could reach its ob- 
jective of establishing the impor- 
tance of the business press through 
association activities. He suggested 
that the publishers do a “service 


National Nielsen-Ratings of Top Radio Shows 
Week of Oct. 7-13, 1951 
All tigures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK 


PROGRAMS (000) RATING 

onpee, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,808) (6.7) 
Jack Benny (CBS. American Tobacco) 6,621 15.8 

H Amos ‘n’ Andy (CBS. Rexall) . 6,537 15.6 

3 Lux Radio Theater (CBS, Lever Bros.) 5.908 14.1 

a Charlie McCarthy Show (CBS. Coca-Cola) 5.280 12.6 

5 Arthur Godfrey's Scouts (CBS, Lever-Lipton) 4,567 10.9 

6 Fibber McGee & Molly (NBC. Pet Milk) 4,316 10.3 

- 7 Horace Heidt Show (CBS, Philip Morris) 4.148 9.9 
& People Are Funny (CBS. Mars) 4,148 9.9 

9 Dr. Christian (CBS, Chesebrough) 4.065 9.7 
10 Suspense (CBS, Electric Auto-Lite) 4.065 97 
oapeaen, MULTI-WEEKLY Genenee FOR ALL PROGRAMS 1,844) (4.4) 
Beulah (CBS 3,310 7.9 

3 Jack Smith Show ‘ces, P&G. Tide) 2.975 71 

3 Lone Ranger (ABC, General Mills) 2.849 68 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,718) (4.1) 
1 World Series (MBS) 6.872 16.4 

2 Arthur Godfrey (CBS, Liggett & Myers) 3,352 8.0 

3 Romance of Helen Trent (CBS, Whitehall!) 2.975 7 

ss 4a Our Gal, Sunday (CBS. Whitehall) 2.808 6.7 
5 Ma Perkins (CBS, P&G) 2.724 65 

6 Pepper Young's Family (NBC, P&G) 2.724 6.5 

7 Big Sister (CBS, P&G) 2.640 6.3 

zg Arthur Godfrey (CBS, Nabisco) ..... 2.598 6.2 

9 Wendy Warren and the News (CBS. General Foods) 2.598 6.2 

2s 10 Aunt Jenny (CBS, Lever Bros.) 2.472 5.9 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 1,173) (2.8) 
1 True Detective Mysteries (MBS, Williamson) 3,562 8.5 

2 The Shadow (MBS) .............. 3,310 79 

3 Martin Kane, Private Eye (NBC, U. S. Tobacco) 2,430 5.8 
DAY, SATURDAY (AVERAGE FOR ALL to apnmened 1,383) (3.3) 
1 Theater of Today (CBS. Armstrong) .. 2.682 64 

2 Grand Central Station (CBS, Toni Co.) 2.556 6.1 

3 Stars Over Hollywood (CBS, Carnation Co.) 2,388 5.7 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Oct. 27, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Current 
Homes Program Popularity* Rating 
Rank Program (000) | Rank Program (%) 
1 = Texaco Star Theater (NBC) 7.465} 1 Texaco Star Theater (NBC) 54.1 
| Your Show of Shows (NBC, Reynolds 2 =Arthur Godfrey's Scouts (CBS. Lever- 
i Tobacco) .. 5,459 Lipton) 50.8 
i 3 ~=Philco TV Playhouse (NBC) 5.456/ 3 Red Skelton (NBC. P&G) 44.1 
4 Red Skelton (NBC, P&G) 5.423) 4 Gillette Cavalcade (NBC) 42.3 
| 5 Your Show of Shows (NBC, Particip.) 5.366) 5 Your Show of Shows (NBC. Particip. , 42.2 
: 6 = Gillette Cavalcade (NBC) 6 Your Show of Shows (NBC, Reynolds 
é 7 Arthur Godfrey's Scouts (CBS. Lever- Tobacco) 42.0 
ck Lipton) 7 — (CBS, General Foods-Maxwell 
fe & Arthur Godfrey & Friends (CBS, House) ...... 411 
| Liggett & Myers) } 5.092 8 Philco TV Playhouse (NBC) 40.1 
. | 9 Colgate Comedy Hour (NBC) 5.090 9 Arthur Godfrey s Friends (CBS 
10_—s— Fireside Theater (NBC. P&G) 5.069 Liggett & Myers 399.9 
10_—siT_~ Lowe Lucy (CBS Philip Morris) 39.5 
| *Per cent of homes reached in areas where program was televised. 
| . 
Pulse Network TV Ratings 
Several Markets, Oct. 11-17, 1951 


Once-a-Week Shows Multi-Weekly Shows 


Texaco Star Theater (NBC) ..40.4 Howdy Doody (Several sponsors, wee) ..138 
Show of Shows (Several sponsors, NBC) 30.2 Cactus Jim (Co-op, NBC) ... 13.5 
TV Playhouse (Philco, NBC) ‘ 28.1 Camel News Caravan (NBC) 12.3 
Comedy Hour—Abbott & Costello Kukla, Fran & = (Life, P&G, National 

(Colgate, NBC) 28.0 Biscuit, RA. BC ; 10.9 
Godfrey & His Friends (Chesterfield, Perry Como iChesterfet CBS) ana 10.8 

Toni, Pillsbury, S) 27.7 Kate Smith (Several sponsors wae . . 10.6 
Fireside Theater (P&G, NBC) 26.8 Oldsmobile News (CBS) ° 9.5 
Toast of the Town (Lincoln Mercury, CBS) ..26.8 Stork Club (Fatima, CBS) . 91 
Mama (Maxwell House, CBS) 26.1 Captain Video (General Foods. DuMont) . 9.0 
Red Skelton (P&G, NBC) ...... 26.0 Mohawk Showroom ( ) 88 
Football (Brewing Corp. of America. 

Atlantic Refining, DuMont) . 26.0 


an association or as an individual. 


s “We are not in competition only 
with other business publications 
or other types of magazines,” Arch | 
Crawford, president of the Na- 
tional Assn. of Magazine Publish- 
ers, told the NBP members 

“We must try,” he said, “to learn 
to approach the problem from the) 
viewpoint of the advertiser. He 
has a job to do. He and his agency | 
are not limited to magazines or any 
types of magazines alone. They try 
to pick the tools—media—that are 
going to do the best job... 

“It is up to every magazine man 
to sell our medium as the best tool 
for the job. Then, having decided 
that it is a magazine job, the ad- 
vertiser and the agency are in a 
position to decide on which types 
of magazines, or which individual 
publications can do the job best 


8 “If we don’t sell magazines first,” 
he declared in his appeal for unity, 
“they may decide on newspapers, 
radio, television, outdoor, trans- 
portation or direct mail advertising 
—and the magazines, including 
business publications, are left out 
in the cold.” 

Recalling his early days in the 
business, Mr. Crawford said that 
one of his first employers (when 
he became an advertising space 
salesman) said: “Eighty per cent 
of our job is to make people want 
to do business in our market. If 
they aren't interested in our mar- 
ket, then they don’t care how good 
The Farmer is, as a publication.” 

Mr. Crawford described the con- 
sistent educational work and mer- 
chandising performed by The 
Farmer. As a result, he continued, 
“The Farmer got more advertis- 
ing; the distributors and whole- 
salers made larger sales to retail- 
ers; the local newspapers sold more 
advertising featuring products ad- 
vertised in The Farmer and, most 
important of all, the retailers sold 
more of The Farmer-advertised 
products to farmers and to farm- 
owners who live in town. You can’t 
beat that kind of team.” 


e Later, Mr. Crawford moved to 
Country Gentleman and then to 
the Ladies’ Home Journal where, 
although “I do not claim that I 
was a world beater sales- 
man...I can say that much of the 
business that I did sell was new 
business. 


as a 


“It was developed by selling a 


| market and by helping to develop | 


a plan for extending distribution | 


WHOOSH—The Treasury Department is 

really serious about selling its bonds, 

os is obvious from the 14-ton V-2 rocket 

which reached an altitude of 87 miles 

This is, the department explains, “the 

first display of a soles message on oa 
rocket.” 


Charlop, advertising manager of 
S. Blickman Inc., Weehawken, 
who spoke for the industrial ad- 
vertising managers, and C. Wil- 
liam Drake, v. p. of Lehigh Ware- 
house & Transportation Co., New- 
ark, representing the Sales Execu- 
tives Club. Mr. Cooper spoke in 
behalf of management. 


business publications to general 
magazines.” 
The same is true of merchandis- | 


ing efforts put forth by magazine 
| people, he said, even though “these 
cases apply only to the merchan- 
dising business publications. 
“There are,” he admitted, “prob- 


ably some industria] business pub- | 


lications people here who know 
from personal experience that the 
increase in advertising by maga- 
zines in business publications has 
not been sufficient to offset 
switches from one type of maga- 
zine to another.” 


Chicago Women’s 
Adclub Presents 
Its Film to AFA 


Curicaco, Nov. 21-—-The Women's 
Advertising Club of Chicago has 
transferred its rights to the film, 
“Do You Belong in Advertising?” 
to the Advertising Federation of 
America. 

Formal presentation of the mov- 
ie was made by Mrs. Laura Oman, 
president of the club, to Elon Bor- 
ton, AFA president, at a dinner 
meeting last night 

The film was undertaken as a 
group project two years agc under 
the direction of Anne Gaspard of 
J. Walter Thompson Co. More 
than 150. members volunteered 
their time and talent to writing, 
planning and _ supervising the 
film. The 30-minute color slide 
film, valued at $25,000, has been 
praised by admen and educators 
alike as an outstanding contribu- 
tion to vocational education and 
guidance. 


]. A. Ward Leaves Crossley, 
Forms Research Company 

James A. Ward, who has been 
v.p., director of research and gen- 
eral manager of Crossley Inc. for 
the past 11 years, 
has formed his ™ 
own research 
company at 8 W. 

Oth St, New 
York 

J. A. Ward Inc. 
will offer service 
in marketing, 
media and opin- 
ion research, Mr. 


and capturing a profitable share| Ward said he ex- 


of that market.” 

One of the most important fac- 
tors, he insisted, was “adequate, 
consistent advertising in business 
publications. I do not have any 
way to prove it, but I believe busi- | 
ness publications have gained more 
linage as a result of campaigns of 
this sort than they have lost as a 
result of switches of accounts from 


pects shortly to 
announce the 
signing of a con- 


James A. Ward 


tract for “the largest study of its 


kind in the media field.” 


Skira Inc. Names Agency 


Skira Inc., New York, publisher 


of art books, has appointed Water- 
ston & Fried, New York, to direct 
its advertising. 


s Emphasizing the importance of 
|integrating sales and advertising, 
| Mr. Cooper said that each depart- 
ment must know the background 
of the company it serves as well 
as what is being planned by man- 
agement 

“The problem today,” he said, 
“is that most sales departments 
| are too busy booking orders, serv- 
| icing accounts and keeping cus- 
| tomers happy to really go out and 
sell, or plan for future selling. It's 
up to the advertising department 
today to do the long-range plan- 
|}ning for future sales when the 
| present emergency is over. 
| “To do this job well,” Mr Coop- 
er said, “the advertising depart- 
ment, today more than ever, must 
have a sound knowledge of its 
company and of its company’s 
place in industry, and advertising 
men must use their imaginatiogs 
to the hilt.” 


e Mr. Charlop stressed the im- 
portance of advertising and sales 
integration and urged that a com- 
pany’s ad department be repre- 
sented at all sales meetings. “Ad- 
vertising,” Mr. ‘Charlop said, “is 
essentially a long-range tool for 
developing sales and building good 
will. It has to be planned and 
| geared to specific objectives.” 

He urged sales managers to re- 
duce to writing their basic policies 
and plans for getting specific busi- 
ness results. “These written mem- 
he said, “should be given to 
management and to the advertis- 
ing department so the latter may 
gear its operations to jibe with 
sales plans, and so it can concen- 
trate advertising the right 
products in the markets at 
the right time.” 

Mr. Drake conceded that team- 
| work between sales and advertis- 
|ing departments is essential, but 
| said that in his opinion, and in the 
|} opinion of most sales managers, 
| “it is the sales staff that has to 
carry the ball.” 

He likened advertising to 
line of a football team 
to the backfield. “Advertising,” he 
said, “can help sales materially in 
many ways, but advertising can’t 
close a sale. In most instances, the 
clincher has to be put over by a 
salesman.” 


os,” 


on 
right 


the 
and sales 


Whittington to Spadea Inc. 


Eff Whittington, formerly with 
the St. Petersburg Times, will join 
Spadea Inc., New York, effective 
Dec. 1, in charge of copy on fash- 
ion accounts 
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Total Advertising, 


Advertising Age, November 26, 1951 


October Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc 


Publications with an * report directly to ADVERTISING AGE 


In Pages — Advertising, In Lines 
t 


Current Month 
Commercial Dis 
play Excluding | 
Poultry, Classified | 


and Livestock, In Total Advertising, In Pages 
0 


Total Advertising, In Lines 


Current Month 
Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, In 


Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. ct. dan.-Oct. Jan. -Oct Lines Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oc Jan.-Oct. — Jan.-Oct 
1951 1950 1952 1959 1951 1950 1951 950 1951 1950 1951 1950 1951 1950 1951 1950 1951 950° Lm sose 
Ps New England Homestead 37.1 30.5 389.2 355.7 26.003 21.325 272,418 249,004 l 
Farm Magazines 522.3 36.467 39,733 328,325 355,217 35,389 30.017 | ONO Farmer... 579 S43 5447 $166 44.492 41715 418360 306.684 Bro beeet 
Capger's Farmer as ides Sel? «eka Bace7 (74805 «653963 GeTazk ataee 7302 Oregon Farmer i 327) 3B8 MOS 32527 30.795 502.3565 310.482 29.621 291119 
a? Soe g y : ‘0 é j : “Oregon Grange Bulletin 18. 6 50.4 36.1 19,572 18,172 162.468 147.868 19.572 18172 
Farm Journal 113.3 1141 911.4 970.0 48,626 48,964 391,081 416.157 47,466 47.563 | penne crange, Bu 464 422 4817 a2ea ast 2 
=4Farm & Ranch with Southern ‘Praivie Farmer 7 5. 32,425 346,797 326,740 31,378 27,804 
Agriculturist ; ? =Illinois Edition 85.8 73.3 743.7 6586 62451 53,347 5413 479, 
Upser South Edition . 37.0 —— 3229 —— 25129 —— 219513 — 3326 =| Zindiana Edition 824 733 7328 6586 59.997 $3347 533518 479360 2.311 5 941 
Lower South Edition 381 ——- 3244 ——- 2B —— 720600 — Average 2 Editions 84.1 73.3 738.3 658.6 61.224 53.347 537.427 479380 53538 45941 
‘ Southwest Edition 5338 —— 356 —_— anaes aie ame Rural jNew-Yorker 313 328 319.6 370.4 24.532 25.697 250.572 290.303 20713 21.357 
ecsive Farmer | Utah ‘ee f . 
wCarclina-Va Edition 94.6 90.4 770.9 797.3 64,346 61,459 524,208 542.194 62,339 59,504 Wallaces’ Farmer & lowa > 87% = 4872-3 336.0 35,756 37,472 357.076 253,965 31,663 33,019 
ke chin, Fie J - Homestead 1012 926 8152 7580 79,361 72,583 
Eaitvon ai‘ 100.0 92.4 813.0 816.4 67,979 62,843 552.736 555,116 66,127 60,776 Washinaton Farmer 417 415 3933 4134 311547 est So7 88 312591 35.658 39.701 
zKy.-Tenn a i : estern Farm Life 29.5 29.1 3383 317.0 23.123 ‘797 ; : 
Edition 94.7 85.6 7683 773.1 64,362 58,181 522,444 525.651 62,663 55,996 Gierdemen Edition 461 462 sone .- aay gta an = 4 21.281 21,047 
2 Miss. -La.-Ark 95.7 855 78L7 777-1 65.085 58.119 531,522 528.316 63,360 55,935 | Wisconsin Agriculturist 66.7 60.9 $55.7 515.7 52.298 47,758 435.742 408358 SO'B3l ae eae 
_ilition a 1004 933 8498 8441 68.293 63424 577864 573995 66292 611030 Total Group 1.330.7 1,240.5 11,.860.3 11.122.2 1.023.641 955.342 5.102.842 8.537.068 830.736 786.933 
ia § Edition 97.1 894 796.7 8016 66,013 60,805 $41,755 545.054 64,156 58.648 TIllinois and Indiana editions not listed separately prior to April 1951. sNot included in totals SThis edition also carries 
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General Motors Sends PR Booklet to Dealers 


Nov. 21—General Mo-| 
tors Corp. is distributing a new 
guidebook to its dealers, designed 
to help them in planning their 
public relations 

Entitled “How GM Dealers Can 
Make More and Better Friends,” 
the 28-page booklet gives case his- 
tories, ideas and “thought starters” 
which have been used successfully 
by different GM _ divisions and 
dealers to improve relations with 
customers and with the commun- 
ity. Each division of General Mo- 
tors wil] supplement the programs 
shown in the booklet with pro- 
grams designed specifically for its 
own dealers 


DETROIT, 


| 


@ Taking an active interest in com- 
munity affairs is “just plain good 
business,” the booklet points out 
A review of material available to 


dealers is contained in the booklet, | 


including such items as films on 


| safe driving and other subjects and 


a Previews of Progress science 
show that is available for com- 
munity showings. There also is a 
section devoted to methods of in- 
structing dealer employes in the 
proper way to deal with customers 

“General Motors and its divisions 
have long recognized that good 
public relations is essential to last- 
ing success—just as good products, 
distribution, service, 
good policies and practices 
are essential,” C. E. Wilson, presi- 
dent of GM, says in an introduction 
to the booklet 

“Public good will is an especially 
important factor in the success of | 
such as ours because! 
our products are intimately associ- 
ated with the home, the family and 
almost every phase of community 
life," Mr. Wilson added 


good good 


£00 rd 


a business 


| Course for Editors Set 


Mann Foresees 
Big Increase in 
Consumer Buying 


New York, Nov. 20—Business 
will hum next spring. Consumer 
sales will be up 7% over the same 
period of °51. 

Because of higher income and 
relaxation of credit restrictions, | 
people will save only slightly less 
than they saved in the spring of 
‘51, despite higher taxes. This 
means that next spring consumers 
will have $7 billion more to spend 
for all goods and services than 
they spent in the spring of ’51. 

These are some of the predictions | 
made today by Douglass L. Mann, 
general sales manager of Congo- 
leum-Nairn Ine., at the company’s 

Associated Advertising Agency, | annual sales convention here. 
Minneapolis, has moved to 225} In the spring of ‘52, Mr. Mann 
Rand Tower. ' said, military goods will be rolling 


Gilbert Starts Yule Drive 


A. C. Gilbert Co., New Haven, 
has launched a pre-Christmas sell- 
ing drive which includes a weekly 
15-minute telecast, “The Boys’ 
Railroad Club,” now being aired 
locally over 62 stations. Also be- 
ing used are comic sections in 54 
Sunday newspapers, comics mag- 
azines, boys’ magazines and gen- 
eral magazines. Charles W. Hoyt 
Co., New York, is the agency 


The sixth annual Industrial Ed- 
itors Short Course, sponsored joint- 
ly by the Society of Associated 
Industrial Editors and the technical 
journalism department of Okla- 
homa A and M College, will be held 
March 24-29, 1952, on the campus 
at Stillwater. 


Minneapolis Agency Moves 


off the assembly lines in quantities 
big enough to allow for actual de- 
liveries of $21 billion worth, or 
more than triple the rate of spring, 


| "51. 


He predicted price controls will 
get weaker, and that spring prices 
will be controlled more by econ- 
omic law than by government. 

Giving his concept of “power” 
selling, T. L. Shaffer, v.p. of Con- 
goleum-Nairn, declared that “con- 
tinuity of selling effort is as es- 
sential as is eating and sleeping.” 
He said “power selling is faith 
based on the selling power of 
knowledge. It is the power created 
by complete information of prod- 
ucts, policies and uses.” 


Martin Toothpaste to R&R 

Ruthrauff & Ryan, Chicago, has 
been appointed to handle advertis- 
ing for Craig Martin toothpaste, 
manufactured by Comfort Mfg. 
Co., Chicago. Chicago newspapers 
are being used. 
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CCA Has Improved Auditing Methods 
and Boosted Membership, Says Hayes 


Cuicaco, Nov. 20—Controlled 
Circulation Audit Inc. has won 
“increased respect” in the business 
publication field during the past 
year, due principally to a strength- 
ening of its auditing procedures 
and auditing standards, Richard 
S. Hayes, advertising manager of 
the Okonite Co. and CCA presi- 
dent, told members here this aft- 
ernoon. 

In making his report to CCA’s 


20th annual meeting, Mr. Hayes 
said that the prospect of “one 
audit for all publications” still 


looked promising, but it is “not in 
the immediate future.” However, 
the resolution passed by National 
Business Publications last April, 
throwing membership open to 
Audit Bureau of Circulations as 
well as CCA members, was a def- 
inite forward step, he said. 

CCA’s publication membership 
increased some 10%, to 309 mem- 
bers, during the past year, Mr. 
Hayes reported, bringing total 
membership to just under 9300. 
There are 78 agency memberships 
and 111 advertiser members. 


® The organization's efforts to im- 
prove present auditing procedures 
have resulted in the issuing of new 


rules and a detailed information 
guide, as well as new auditing 
forms, Adin L. Davis, managing 


director, told members. An audit- 
ing policy committee also has been 
established which is “fast becom- 
ing more competent” in handling 
auditing problems that arise. 


By 1953 CCA's auditing proce- 
dure will be changed so that all 
publications will file statements 
only twice yearly, in June and De- 
cember, Mr. Davis said. Com- 
pleting his progress report, he said 
that the organization's yearbook 
had received wide distribution 
and that the “CCA News” now has 
been published regularly for more 
than a vear. 


es Mr. Hayes was reelected presi- 
dent of CCA; Ken Thornton, ad- 
vertising manager of Scovill Mfg. | 
Co., Waterbury, Conn., was elected 
v.p.; Arthur A. Kron, executive | 
v. p. of Gotham Advertising Agen- | 
cy, New York, was named treas- | 
urer and George Riddle, director 
of development for Putman 
Publishing Co.s New York 
office, was elected secretary. Mr. | 
Kron and Mr. Riddle also were | 
elected to the board of directors. | 

Other board members eiected| 
were: for three years, Maurice! 
Phillips, International Nicke\ Co., 
New York; Robert Burdsall, Rus- 
sell, Burdsall & Ward Bolt & Nut 


Co., Port Chester, N. Y.; Bill} 
Schink, G. M. Basford Co., New 
York; Frank Rice, Penton Pub-| 
lishing Co., Cleveland; Merrill 
Symonds, Symonds, MacKenzie & | 
Co., Chicago, and Arthur King, |! 


King Publications, San Francisco. | 

Elected for a two-year term was 
Joe Hobbins, Anaconda Copper 
Mining Co., New York, and for a 
one-year term, Stuart Phillips, 
Dole Valve Co., Chicago 


‘For Every Ad That Wins an Award, There 
Are 50 That Deserve Booby Prizes’: Gray 


PHILADELPHIA, Nov. 21—Jerome 
B. Gray, senior partner of Gray 
& Rogers, told the Philadelphia Di- 
rect Mail Club last week that for 
every direct mail piece that wins 
an award, there are at least 50 
that should get booby prizes. 

Producers and users of direct 
mail advertising are guilty, he as- 
serted, “of tolerating the bad while 
applauding the good.” They have 
carefully cultivated and nurtured 
whatever public resentment to the 
medium now exists, he continued. 


the new Se 


tte Bedy Pred 


POOF—The finishing touch is Stopette’s 

Poof deodorant body powder, now being 

introduced nationally by Jules Montenier 

Inc. via this counter display. Squeeze the 

bottle and out comes Poof. Earle Lud- 
gin & Co. is the agency 


sisting that their direct mail pro- 
grams be made effective while 
denying agencies the finances to 
make them so. In some cases, he 
charged, clients even deny agencies 


| five-minute 


the right to think and plan inde-| 


pendently for the best interest of 
the client. 
“Every direct mail piece or pro- 


gram which is not as honestly con-| 


ceived and produced as the com-|} 


bined efforts of advertisers, writ- 
ers, artists, engravers, typogra- 
phers, printers, lithographers, pa- 
per merchants, and binders can 
make it is potentially not only a 
failure in itself,” he added, “but 
also potentially a saboteur of direct 
mail advertising as a whole.” 
Twenty-five years ago, he con- 
tinued, advertising agencies for 
the most part considered direct 
mail as something to be avoided 


| at all costs. However, he admitted, 


“I'm willing to concede,” he said, | 
“that advertising agencies have | 
not contributed as much to the 
quality of direct mail advertising 
as their creative abilities and ca- 
pacities should enable them to, 
and I don't exclude Gray & Rogers 
from this indictment.” 

Not all of the blame for failure} 
can be attributed to the agencies 
alone, he continued. Advertisers 
deserve a share of criticism. 


® Agency clients are guilty of in-| 
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| he had later found direct mail was 


the springboard to full-fledged ac- 
Three of his major ac- 
counts stemmed from direct mail 


advertising. 


He urged direct mail advertising 
men to launch a program to sell 
the medium and its advantages 


Clayton Promotes Merritt 
William O. Merritt, sales pro- 
motion and advertising manager, 
has been promoted to sales manag- 
er of the Dynamometer division of 
Clayton Mfg. Co., El Monte, Cal 


|The company has marked its 20th 


in November by is- 


illustrated bro- 


anniversary 
suing a 16-page 


|chure which tells the company’s 


history and describes its organi- 
zational structure, top personnel 
and subsidiaries. 


ABC Signs Nielsen TV Index 


American Broadcasting Co., 
New York, has executed a long- 
term agreement covering Nielsen 


televisicn index service on the 
comprehensive “complete” basis, 
replacing the simpler “ratings” 


type of Nielsen service used for- 
merly. ABC, which for six years 
has used the “complete” form of 
Nielsen radio index service, will 
have information for both media 
from the same homes. 


Stanfield to Flexible Tubing 


James Stanfield, formerly sales 


* McGrath 


manager for American Crucible 
Co., has been appointed assistant 
to the president of Flexible Tub- 
ing Corp., Guilford, Conn., manu- 
facturer of products for air ducts 


- The 

are necessary: e 
in the shop- 
of mind 


too. 
uf the boys 
the attitude 


» oll 
“7 -_ sob has golla he ge in mines, industrial plants and air- 
us J craft. He will be in charge of all 
; snells , | advertising, sales promotion and 
which s} * ates ” * coordination of all government 
& Associates: contracts. 


¢ 

+ Denham & Co. Gets Account 

A Denham & Co., Detroit, has been 
appointed to handle advertising 
for the National Assn. of Exhibit 
Managers, an association of mem- 

- bers of industrial and trade shows 

ie in the U.S. 


Heath to Leo Burnett Co. 


Oliver W. Heath, formerly with 
Cosmopolitan, has joined Leo Bur- 
nett Co., Chicago, as account su- 
pervisor. 


Delaware 


Pocket List Raises Rate 


The Pocket List of Railroad Of- 
ficials, published by Railway 
Equipment and Publication Co., 
New York, has issued a new rate 
card with a four-time page rate 
increase from $72.50 to $87.50 and 
other rates in proportion. New 
rates are effective with the Janu- 
ary issue for new advertisers and 
the April issue for current adver- 
tisers 


Massachusetts Directory Out 

The 1951 edition of the Direct- 
ory of Massachusetts Manufactur- 
ers has been issued by the Massa- 
chusetts Development & Industrial 
Commission. Listing names, ad- 
dresses, sizes and products of 
1,998 Bay State companies, the 61- 
page, pocket-size booklet is avail- 
able from the Massachusetts State 
House, Boston. 


GF Sponsors ABC Newscast 
General Foods Corp., New 
York, has signed to sponsor a new 
newscast over the 
full American Broadcasting Co.'s 
radio network each Friday, 8:55-9 
p.m., CST, beginning Dec. 28, for 
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its Sanka coffee and Instant San- 
ka. The newscaster for the pro- 
gram will be announced at a later 
date. Young & Rubicam, New York, 
is the agency for General Foods 


Stuart-Bullock to Colle Co. 


W. B. Stuart-Bullock, formerly 
creative director of Campbell- 
Mithun, Minneapolis, has joined 
Alfred Colle Co. Minneapolis 


agency 


Yes, we're loaded, and there's no charge 


for the ideas. That's because Showman 
ship-wise folk use Sales Letter STOP 
PERS 


ership to 


(gadgets) to increase letter read 
gain more positive reactions and 
“ profitable returns 

Want a hot idea? Write and ask us 


ur letterhead please. No obligation 
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Two-Fold 


Verification 


GAS with its C.C.A. audit report of September 4, 1951 is one of the 
first publications to have its circulation verified by the Controlled Cit- 
culation Audit 


GAS was ready for this verification, because early in 1949 we adopted 
a Verified Readership Plan to give an exact answer to the big question in 
advertisers’ minds “What percentage of the recipients of a publication 


are actual readers?” 


This plan, since then in effect, eliminates non- 


readers, who are worthless to the advertiser and costly to the publisher. 


GAS CIRCULATION PLAN 


Identified Readers 


Gas controlled circulation is made up of 
names 


from the confidential customer- 


lists of SI advertisers, manufacturers who are actively selling this in- 
dustry. Each name is therefore positively identified for buying influence. 


In addition, each name is verified as an 
interested reader by a signed statement 


that he “Reads GAS regularly and wishes to continue receiving it.” To 
insure accuracy and substantiate all readership claims the entire plan 
is further certified by an independent public accountant. 


For the past twenty-six years, the editors of GAS have been telling the 
story of natural gas. Both editorial and circulation coverage of GAS 
have been expanded to keep pace with this now dominant branch of the 
gas industry. Natural gas companies will spend nearly 114 billion dollars 
for new construction in 1952. More than half of all editorial features are 
devoted to operating information ... the how and why of methods; the 
techniques for better production, transmission, distribution and utiliza- 
tion of gas. 


GAS carries more editorial and 
isi “per issue” 


You reach more gos company readers 
advertising poges theusond 
than any other gos publication. 


ond at the lowest cost per 
when you advertise in GAS 
LARGEST CIRCULATION IN THE GAS INDUSTRY 


Write for copy of the latest C.C.A. Verification Audit Repert 
A JENKINS PUBLICATION 


198 South Alvarado Street 
Los Angeles 4, California 
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NBC Guarantees 5,300,000 Audience 
for Sponsors of Three Radio Shows 


(Continued from Page 1) 

that “NBC reserves the right to 
use any three or more different 
programs or time periods during 
the week to carry your messages.” 

This, Mr. Herbert explained, is 
a safeguard against a_ particular 
program’s not living up to expec- 
tation and a precaution for sum- 
mer months when ratings, par- 
ticularly by Nielsen, which makes 
no allowance for 
listening, go down. During sum- 
mer another program might well 
be added—at no extra cost to the 
advertiser——-to assure delivery of 


the guaranteed audience, he said 
In case of program shifts, NBC 
probably will consult with the 
advertiser, but the actual decision 


will be strictly 
the 


In outlining the plan to 


Meet 
Youngsteadt 


WPTF’s New Sales 
Manager 


And when you meet him, you've 
met a man who knows his way 
around in sales and advertising. 
Gus Youngsteadt talks from a 
background of 22 years in ad- 
vertising and: sales promotion. 
He knows North Carolina and 
the WPTF coverage area like a 
book. He knows the habits and 
customs of the people — when 
they work, when they listen, what 
they like, and how to make them 
part with their money. WPTF 
and Gus Youngsteadt is an un- 
beatable combination for selling 
Raleigh, Durham and Eastern 
North Carolina. 


_—— 


BS on Business Administration, 
University of Tennessee 
Adiertising Mayor 


Ten Years, Sales Promotion 
the Tenn. Elec. Pr. Co 
Account Executive 
Adv. Agency 
Ass ul 4d:. Mer 
Carolina Pr. & Lt. Co 


ie ag 4dv. & Prom. Mgr 
wPTI Radio Ceo 


WPTF 


also WPTF-FM 
50,000 watts 680 kc 


Affiliate for RALEIGH-DURHAM 
NBC and Eastern North Carolina 
National Rep. FREE & PETERS, Inc. 
GUS YOUNGSTEADT, Soles Monoger 
R. H. MASON, General Monoger 


Tuo Years 
Purse Co 


Four Years 


out-of-home | 


a network matter.'| “ 


director of 
said: 


press, Jacob Evans, 
NBC radio promotion, 
e@ “The nation’s biggest weekly 
magazine (Life) guarantees 5,- 
200,000 circulation. The cost to 
you for just the ‘opportunity’ to 
get attention in this magazine is 
$3.48 per thousand for a black- 
and-white page. Compare this | 
$3.48 for 1,000 chances to have} 
your advertisement read with} 
NBC radio’s guarantee that 1,000 
messages will be heard for $2.75.” 

Mr. Herbert explained’ the 
thinking behind the move, which 
is the most recent development 
in the new aggressive approach 
by network radio. Charging that 
the networks have been guilty of 
reciprocal cannibalism, all eating 
each other’s young and consum- 
ing the customers that already 
exist,” he said, “We hope this will 
|turn the spotlight on cost cutting 
and trading down network radio 
and help us to stabilize the cus- 
tomers we have and attract new 
ones.” 

He emphasized that this three- 
program offer is not a rate cutting 
project by any means. 


s The NBC executive said the 
network considers this an editorial 
venture. It was, he explained, 
planned for the “cautious adver- 
tisers,”’ those used to the protec- 
tions offered by print media and 
those who feel they must justify 
radio expenditures to the board 
of directors. Mr. Herbert said it 
also takes care of “advertisers 


who feel spot is the best way.” 

If the plan proves successful— 
and presumably is extended—he | 
envisages NBC as being treated | 
something like a “large magazine 
corporation.” 

“But we will be pleased,” Mr. 
Herbert added, “if the plan merely 
is a sellout and provokes nothing 
but comparison with newspaper 
supplements and magazines.” 

NBC hopes to start this opera- 
tion about the first of the year; 
it will not be begun until at least 
two advertisers have been signed. 

NBC affiliates were not inform- 
ed of this project before the gen- 
eral announcement. 


Advertising Age, November 26, 1951 


FOR CARRIERS—Sports stars chat with John Cowles (right), president of the Minne- 


opolis Star and Tribune, before a special 


“Parade of Champions” show for more 


than 1,300 Star and Tribune carrier salesmen. From left to right are: Doak Walker, 


Detroit Lions football star; 


Charles Johnson, 


Star and Tribune executive sports 


editor; Bobby Thomson, New York Giants’ third baseman, and Jersey Joe Walcott, 
world’s heavyweight champ. 


NPA Sounds Death 
Knell of Color TV 
for the Duration 


(Continued from Page 1) 
the Paramount tube now, so that 
the set purchaser can install an 
adapter later, that’s his business,” 
according to NPA. 

Order M-90 was issued to “le- 
galize” an agreement worked out 
between Defense Mobilization 
Chief Charles E. Wilson and elec- 
tronics industry members, which 
called for shelving the introduc- 
tion of color during the defense 
emergency. 


@ After the meeting with Mr. Wil- 
son, a spokesman for Paramount 
said it was agreed that produc- 
tion of the Lawrence tube could 
go ahead, since it uses less critical 
materials than b&w tubes. 

Paul Porter, attorney for Para- 
mount, told ADVERTISING AGE to- 


| day that M-90 should not prevent 


the production of TV sets using 
the Paramount tube, since the tube 
is a dual-purpose item capable of 
receiving b&w pictures as well as 
color. 

According to the NPA interpre- 
tation, however, it appeared that 
the present outlook is that the 
tube, if used now, cannot be used 
to receive color. 

The NPA spokesman denied that 
M-90 was written to prevent the 
introduction of a new product in 
order to reduce demand for criti- 
cal materials. 

He insisted it was simply a 
matter of protection for industry 


)members. None of them could get 
enough material to put color ov- 
er, he volunteered. 

“They would have been in here 
appealing for additional material, 
which we don't have,” he said. 

At the time industry members 
were called here last month, Mr. 
Wilson said it was unfair to in- 
troduce a new product like color 
at a time when NPA is scraping 
bottom to keep up production and 
maintenance of established prod- 
ucts 

Subsequently, he took the posi- 
tion that the shortage of mate- 
rials, particularly electric motors 
for color discs, precluded the pro- 
motion of color at this time. 


Dillon-Cousins Formed 


Luis G. Dillon, formerly execu- 
tive v.p. of Foote, Cone & Belding 
International and v.p. of McCann- 
Erickson, and Richard F. Cousins, 
previously with FCBI and Mc- 


Cann, have formed Dillon-Cousins 


luis G. Dillon Richard F. Cousins 
& Associates, consultants for Latin 
America in advertising, merchan- 
dising and public relations. The 
company will also represent a 
group of Latin American advertis- 
ing agencies. Headquarters are at 
200 W. 57th St., New York 19. 


Admen Told How 
to Live Longer 


Omana, Nov. 20—Dr. Charles E. 


Dutchess, v.p. and medical di- 
rector of Schenley Laboratories 
Inc., told the Omaha Advertising 


Club today that business men be- 


| tween 40 and 45 could “retard the 


degenerative process of later life” 
if they made an intelligent effort 
He emphasized six points to 
achieve this end: 

1. A thorough physical check-up 


;once a year. 


2. Sensible and moderate eating, 
since excess weight shortens life 

3. Rest. 

4. Moderate exercise. 

5. A hobby, to provide a mental 
change of pace. 

6. Keeping emotional upsets and 
pressures of business life to a 
minimum. 

By following such a schedule, 
Dr. Dutchess said, a person can 
prevent or postpone vascular de- 
generation, a disease which com- 
monly besets the harried business 
man. He pointed out also the pa- 
triotic duty of each person to guard 
himself against the inroads of age 
at a time when our potential foes 
outnumber us and when, with 
youth going into the armed serv- 
ices, the country will need added 
manpower for the defense effort. 


Henke Is Minute Mop Agency 

Henke & Associates, Chicago, is 
agency for Minute Mop Co., Chi- 
cago. AA erroneously listed Guen- 
ther-Bradford & Co., Chicago, as 
agency in a story on the purchase 
of Minute Mop Co. by Ekco Prod- 
ucts Co. in the Nov. 19 issue. 


Penn Mutual Changes Agency 

Penn Mutual Life Insurance Co., 
Philadelphia, has appointed Ait- 
kin-Kynett, Philadelphia, as its 
advertising agency, effective Jan. 
1. Geare-Marston, Philadelphia, is 
currently the agency 


catalog of 79 food gifts 
small or large budgets 
Maine lobsters 
candy cakes 
log. No need to 
reliable — 
shopping ea 
i For tree catalog write Uncle Bill at 


shop around — one 
makes your gift 
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6138 So. Third St., RR. 13, Milwaukee & W: 


come customers. 


services you have to sell. 


published by: 


there's a difference 
between readers 
and customers... 


Whether you sell ideas, products or reputations 
to business always look for the trade-mark of 
good business customers... the authority to buy 
combined with the need or desire to buy. 
Without this combination readers cannot be- 


The presidents and executives who read Dun’s 


Review have final authority in companies with 
a continuing need for the products, ideas, and 
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DUN & BRADSTREET, INC. 
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CBS Will Offer 
New Policies, 
Says Meighan 


New York, Nov. 23—The major 
AM networks continue their hot 
competition to outdo each other 
with new methods for selling ra- 
dio. This week NBC took the play 
uway from the field with the an- 
nouncement of a guaranteed ad- 
vertising circulation plan, but CBS 
gave advance notice of several up- 
coming “new policies, adding to the 
long list of special advertising op- 
portunities pioneered by CBS ra- 
dio.” 

Word of these plans came in a 
statement from Howard S. Meigh- | 
an, president of the CBS radio 
division. Except that they would 
offer “new elasticity in the selec-| 
tion of network facilities” no de- 
tails on these policies were given. 

CBS also gave its reaction to 
NBC's much-publicized over-all 
radio network revision project, ! 


which involves reevaluation of the | | mates that about four weeks will | 


stations individually, though Co- 
lumbia did not mention NBC by 
name. 

Commenting 
evaluation is 
Meighan said: 

“No one can fairly reassess sta- 
tion values throughout the nation 
without up-to-date information on 
station circulation with county-by- 
county facts. 


that such 


premature, Mr. 


8 “The only 
now three 


data of this sort are 
years old. The 1949 
Broadcast Measurement Bureau 
study does not measure the 400 
new radio stations that have come 
on the air in the past three years. 
At least equally important, it does 
not reflect the tremendous shifts 
in network programming, nor the 
varying changes in population, nor 
the uneven development of tele- 
vision, nor the hundreds of facili- 
ties changes and new network af- 
filiations made since 1949. 

“All of these changing elements 
have a substantial influence on in- 


dividual station circulation pat- 
terns. 
® “To use obsolete data as the 


basic part of a nationwide yard- 
stick is, we think, a disservice to 
advertisers and stations alike. On 
the other hand, a plan is already 
under way to develop new and up- 
to-date information about current 
station circulation patterns. The 


a re-| 


1951 


data will be gathered by Standard 
Audit and Measurement Services 
Inc., as the successor to the indus- 
try’s BMB. This county-by-county 
study will go into the field in the 
next few months. 

“CBS radio is the first network 
to subscribe to this new industry 
study because we believe that only 
when the new data are available 
can stations and networks take| 
constructive steps in a thoroughly | 
realistic reevaluation of radio.” 


Paramount-ABC Pact 
Gets Delayed Until 
Mid or Late 1952 


WASHINGTON, Nov. 20—Para-, 
mount’s right to have TV stations, | 


and the proposed merger of United 


|Paramount Theaters and the 
American Broadcasting Co. may) 
remain undecided through most or 
|all of 1952, it appeared today, on| 
the basis of a timetable developed 
at a pre-hearing conference. 
While Leo Resnick, Federal 
Communications Commission ex- | 
aminer who will conduct hearings 
;on the Paramount cases, esti- 


be required to collect testimony, | 
time-consuming legal procedure 
| will undoubtedly 
mid-year to get the case to the 
point where a proposed decision is 
rendered. After that, the proposed 
| decision is subject to further ar- 
gument before the full commis- 
sion and possibly to review by the 
courts. 


| RALPH W. WILLIAMS 

New York, Nov. 23—Ralph W. 
Williams, 64, board chairman of 
Lewin, Williams & Saylor, died 
Nov. 2i at Lawrence Hospital, 
after a short illness. 

Born in Cleveland, he was 
reared in Cambridge, Mass., and 
was graduated from Harvard Col- 
lege in 1909. After leaving college, 
he became associated with Car- 
negie Institute of Technology in 
Pittsburgh, first as an English in- 
structor and later as assistant 
secretary. 

From 1914 to ‘17, he was direc- 
tor of the Harvard Club of New 
York, and then joined R. H. Macy 
as personnel director, later becom- 


ing advertising and sales promo- | 


tion manager. 


In 1921, Mr. Williams and Henry | 


Saylor formed the advertising 
agency of Williams & Saylor. Mr. 
Williams served as president until 
January, 1951, when the agency 
was merged with A. W. Lewin 


October Sales of Chain Stores 


require until! 


Last Minute News Flashes 


Kohlman Made Ad Manager of American Cyanamid 


New York, Nov. 23—American Cyanamid Co. will announce Tuesday 
that Clem W. Kohlman has been appointed to the newly created post 
of advertising and promotion manager for the textile resin department, 
effective Dec. 1. Mr. Kohlman has been the department's account ex- 
ecutive since 1946, with Grey Advertising and most recently with Roy 
S. Durstine Inc. He replaces Bernice Bronner, who has resigned. 


Falstaff Realigns Staff; Other Late News 


e Karl K. Vollmer, director of advertising, has been appointed director 
of the newly formed marketing department of the Falstaff Brewing 
Corp., St. Louis. R. B. Wightman has been appointed assistant sales 
manager and Alvin Griesedieck Jr. will continue as assistant advertis- 
ing manager. The creation of the new department of marketing fol- 
lowed the resignation of Herbert A. Goodwin, general sales manager 
for the past four years and a Falstaff v.p., who will join Blatz Brewing 
Co., Milwaukee. 


@ The Northwest Daily Press Assn. has appointed Raymond G. Rode, | 


manager of the Minneapolis office, executive secretary. He succeeds the 
late Roy P. Palmer, executive secretary since 1938 (see story on 
Page 60). “ 


e Lawrence R. McIntosh, formerly merchandising director of Pacific 
| National Advertising, Seattle, has been appointed v.p. in charge of the 
international division of Grant Advertising, New York. 

e@ Samuel H. Northcross, who has been with the William Esty Co. since 
1949, has been appointed v.p. and business manager of the agency’s TV 
department. 


@ Donald A. Stewart, formerly administrative assistant to the director 
of the DuMont Television Network, has been named to head the 
newly created film department of the company. 


e John C. Dale Jr., formerly director of personnel administration at 
New York Hospital, has been named director of personnel and office 
management at Dancer-Fitzgerald-Sample, New York. 


e William J. Gillerlain, formerly representative of The Saturday 
Evening Post, has joined the Chicago sales staff of Parade. 


e Walter T. Sattler, formerly product manager of concentrates and 
specialties for Birds Eye-Snider division of General Foods Corp., New 
York, has been named product manager of Snow Crop Marketers, New 
York. 


e@ Joseph Feld, last with Lawrence Fertig & Co., New York agency, 
has joined Artography Inc., New York, as assistant art director. 
e Lever Bros.’ $39,200,000 bond issue floated in London, Nov. 22, 


proved one of the worst failures on record in the English financial 
market, with the public subscribing only about 8%%, leaving 91'4% 


with the underwriters. Lever, which controls most of the soap and| 


margarine industries in the British Commonwealth, will get the money 
anyway. The new debentures, originally offered at 96, will continue 
to be sold by the underwriters, probably at 91 to 93. Failure of the issue 
is attributed to the falling market on British government securities. 
In September, 1950, Lever Bros. and Unilever Ltd. floated a $28,000,000 
stock issue without difficulty on the London market (AA, Oct. 2, 1950) 


Co., and Mr. Williams became 
chairman of the board 

He was considered an authority 
on textile advertising and mer- 
chandising and, during World 
War II, served as special adviser 


MRS. E. R. BARTON 


New York, Nov. 21—Mrs. Esther 
Randall Barton, wife of Bruce 
Barton, chairman of the board of 
Batten, Barton, Durstine & Os- 
born, died yesterday. She was born 


to the Army Ordnance Depart- jin Oak Park, Ill, the daughter of 

ment’s textile division. Mr. and Mrs. Charles P. Randall 

Her father was a member and later 

ROBERT H. CAIN a director of the Chicago Board of 
Dattas, Nov. 20—Robert H.| Trade. 


Cain, 39, account executive for) 
Laughlin-Wilson-Baxter & Per- 
sons, and formerly on the adver- 
tising staff of the Dallas Times | 4- Brown and B. Demarest 

Herald, died yesterday of a heart Pharmaco Inc., Kenilworth, 


ttack. He was to have become a! J., manufacturer of Feen-a- 
= Mint and Chooz chewing gum and 


| Pharmaco Inc. Promotes 


—— October ———. , Gain ———10 months. ¥, Gain| v. p. of the agency Dec. 1. | 
1951 1950 or Loss 1951 1950 or Loss ly Cain ee heen with the Admiracion shampoo, has _ pro- 

Food Chains moted Alan Brown, assistant ad- 
Colonial Stores .... $ 16, 14,050,000 +14.5 $ 164,956,000 $ 144,631,000 +14.0| Times Herald for ten years before yertising manager, to advertising 
«Jewel , 18876. 305 15,463,286 + 6.6 174,612,161 156,121,229 +11. 8| joining the agency in 1945. Prior manager and Bertram M. Demar- 
Kroger Co. 75,462,777 67,995,962 +11.0 836,169,016 967,368 Tivo! — : . 
National Tea 28,220,265 25.553.686 +104 1s07.40s © -259'185089 +16.5| to that he was with Publix Thea-/est, assistant sales manager, to 
“Safeway . 105,381,986 __ 86,352,957 +22.0 1.105.286.473 __ 918,851,449 +203|ters and Louisiana & Arkansas sales manager. 

Group Total .... .$241,634,553 $209.415.891 +154 $2,582,831,055 $2,191,716.105 +178) Railroad. He served in the Navy Mr. Brown joined Pharmaco 
Mail Order in the Pacific in World War II. 
Sears Roebuck .... 256 oe.613 222, 22,313,959 $156 1.983.238 987 1.901.445.0937 +43 

segel ; 803, 6 +138 014,47 0,459,894 + 14 

Group Tota! $271, 752,423 ms 320.875 +15.5 $2,095.253,462 $2,011,904,931 + 4 i| GRIFFITH H. EVANS aaa 
preg Chains | Darras, Nov. 20—Griffith 
Peoples 4,232,125 4,116,562 + 2.8 40,596,356 37,783,131 + 7.4| (Griff) H. Evans, 69, sales rep- 
Walgreen 14,767,436 13,708,498 + 7.7 140,128,125 133,032,707 + 5.3| resentative in Texas for Brown & 

Group Total $18,999,561 $17,825,060 + 66 $ 180,724,481 $ 170815838 + 58| Bigelow, St. Paul, for ten years, | 
Variety and Miscellaneous | died yesterday in a hospital here. 
: Beck oe 290. : — 16 , 111,077 + 3.7 
oa ee -s-: foeme fee tes 8 ‘Seeee 86 emes t22) VictoR B 
= Diana Stores Corp. 6. . +25. . J 671, +17. 7 7 
Edison Bros. .... 6.827.653 6.096.995 +12.0 62.701.440 59:416.604 + 55; SALT Lake City, Nov. 23—-Victor 
Gamble-Skogmo Inc. 2.984 11,939,620 + 8.0 104,161,524 106,417,246 — 21 Van Dyke Bell, 40, v.p. in charge 
Grant, W. T. . 23,866.195 21,772,976 + 9.6 196.159,654 180,845,744 + 85) of radio and television of Gillham Alan Brown B. Demorest 
Howard Stores Corp. 3,098, 350 2.899.210 + 6.9 20,740,481 480,580 — 3.4 0% radio a ' . 
Kresge, S. S .. 26,628.148  24,575.853 + 8.4 230,297,631 217,290,276 + 6.0, Advertising Agency, died in a 
*Kress, SH. .. 14,034,082 126.837.650 + 7.0| hospital here last Tuesday two and a half years ago as as- 
Lane Bryant Inc. 4,740,449 4.371.453 + 84 42,157,218 39.269.781 + 7.4 Pp * = sistant advertising manager from 
cCrory ..... 8.917.201 7,898,282 +12.9 76,984,996 72,784,538 + 5.8 He was born in Havre, Montana, Bowey’s Inc., Chicago, where he 
+McLellan Stores 5.292.565 4.562.487 +16.0 398,903 37,576,723 +75 on Feb. 3, 1911, and graduated y 80, es 
=Miller-Woh! Co. 3,179,324 2,554,901 +24.4 8,506,212 7,182,463 +18.4 . * ’ . had been sales promotion manag- 
urphy, ‘ ye 4 12,374,734 7u3 122, 664.915 110/919.228 +106 from Minot Teachers College, er, Prior to that he was on the 
Neisner Bros. 096, 774, + 6. 5.556. + 68 ; ; soi iN. | «, » ats " 
neal 96917734  86.017.221 4.127 780.924.637 706.028.164 4106 Minot, N. D. Prior to joining Gill- | copy staff of Benton & Bowles. Be- 
Rose's 5-10-25 1,930,510 744,635 +10.6 14,883, 13,584,077 + 9.6 ham Advertising as an account ex- fore the war he owned his own | 
Shoe Corp. of ecutive and radio director in 1941 agency in Lexington, Ky. Mr. 
America . 4,013,008 3,459,693 +16.0 41,942,012 35,911,760 +16.8 . oe . : aoe : ane 
oSterchi Bres. inate ane ane . he had been in the radio field in ye — the company 
Stores ..... ... 1,286,280 , +28. 149,744 0,357,074 —21.3 It: , _ years ago after serving as assist- 
Western Auto .. 14'580.000 13345000 +93 131,141,000 127,630,000 + 2g North Dakota and Utah as a pro- 71) erchandising manager of 
White Auto Stores . 1,502,195 948.826 +58.3 11,763,059 11,941,731 — 15 gram director and arnt aang 2 Hahne & Co., Newark department 
Group Total .... .$248,562.144 $223,447.952 +112 $2,052,580,849 $1.911.671148 +74 Mr. Bell was elevated to v.p. store. In 1945, he was appointed 
Combined Total . .$780,948,681 $686,009,778 +13.8 $6.911,389.847 $6,286,.108.022 + 99 charge of radio and television in f . 


*Not included in totals. “Four weeks and 44 weeks. 
months. Eight months. 


tNine months. [Four weeks and 43 weeks. Three 


assistant sales manager, following 


1950. three years of service in the Navy. 
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Business Bureaus 
Do Top Publicity 
‘Job: Billingsley 


Cuicaco, Nov. 21—The Better 
Business Bureau movement de- 
serves to be appraised by thought- 
ful business leaders as something 
infinitely more important than 
“just another organization” try- 
ing to do its share of good 

Allen L. Billingsley, president 
of Fuller & Smith & Ross, Cleve- 
land, aired this opinion last night 
;}over WENR and before more than 
| 1,500 men and women attending 
the annual dinner of the Chicago 
Better Business Bureau. 

“Business itself does not fully 
comprehend the significance of the 
| bureau movement, and according- 
ly, does not support it as broadly 
as its own interests dictate, nor 
does it utilize the Better Business 
Bureaus for the constructive good 
of which they are capable,” he 
added. 


® He pointed out that many new 
groups in American life that are 
asking questions about business 
are centered in Washington. He 
said that “the Better Business Bu- 
reau movement is in very high 
Standing in Washington, and also 
in the educational world, among 
labor groups, social service groups, 
education and consumer groups— 
and among all the people by whom 
it is to your interest and mine to 
have business better understood” 

In its Better Business Bureaug, 
business has an asset of proved 
| standing for better public relations, 
|he pointed out. He stressed that 
the bureaus are far more impors 
tant as a public relations vehicle 
for business than they can ever be 
in their more spectacular role a 
curbers of rackets and correctors 
of complaints. He asked the busi- 
ness men if they thought primarily 
of these bureaus in that way and 
added, “I am sure my business 
the advertising agency business— 
does not, in spite of the fact that 
the advertising business was ine 
strumental in actually starting the 
Better Business Bureau movement 
back in 1921." 

Mr. Billingsley said that through 
| educational services, shopping and 
|}inquiry handling services, publi- 
cation and public speaking facili- 
ties, and advertising, Better Busi- 
ness Bureaus are telling and have 
been telling the story of business 
where it needs to be told—to the 
consumer 

“Potentially Better Business Bu- 
reaus can serve business in this 
critical hour on its public relations 
front in a way that is more effec- 
tive and more practical than any 
other I know,” he said. “All busi- 
ness needs to do is to appraise the 
bureau potential carefully 
it takes inventory—then 
keep it at work.” 


as as 


put and 


Coordinates Trade Fairs 


Los Angeles Trade Fair Inc., af- 
filiate of the Chamber of Com- 
merce, has announced the coordi- 
nation of dates and location of 


three trade shows into a complete 
home furnishings market. Com- 
bined for 1952 are the 34th Califor- 
nia gift show, Jan. 20-25; the 5th 
California lamp and picture show, 
| and the 10th California curtain and 
are apery show, both to be held Jan 

7-30. Also announced was the 10th 

California corset, brassiere and 
lingerie show, Feb. 3-6 


| Minnesota Radiomen Elect 

The Minnesota Assn. of Broad- 
casters has elected John Meagher 
of KYSM, Mankato, president 
Other officers elected are: F. Van 
Konynenburg of WTCN, Minneap- 
olis, v.p.. and M. M. Marget of 
KVOX, Moorhead,  secretary- 
treasurer. 
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This Week in Washington. .. 


Insiders Feel the First Half of ‘52 
to See U. S. at ‘Maximum Austerity’ 


By STANLEY COHEN 
Washington Editor 
WASHINGTON, Nov. 21 
line may change when the 
dent sends his next message to 
Congress but, at the moment, of- 
ficial Washington “blowing 
cold” on the inflation threat 
The wailing and thrashing which 
accompanied the fight to repeal 
the “terrible” Capehart amend- 
ment has been turned off. Stabili- 
zation Chief Eric Johnston is pre- 
paring to return to filmdom, con- 
fident that prices will be steady 
for the next several months 
Insiders say increased taxes and 
declining corporate profits are 
proving to be important deflation- 
ary factors. But the most impor- 
tant single factor is the big back- 
log of goods on dealers’ shelves 
Despite shortages of materials, 
production of durable goods con- 


The party 


Presi- 


1s 


| production schedules, and the Na- 
| tional Production Authority, which 
| parcels metals 


tinues at a respectable rate. Ex-| 

perts believe there will be suffi- 

cient goods to meet consumer 

needs during the six- to nine- 
month “famine” ahead 
° * 7” 

Barring a step-up in defense 


Sneeds, consumer industries will be | 


at maximum “austerity” during the 

first half of 1952 
that’s about half the 
tion rate. 

The impending pinch 
ifrom the fact that military produc- 
ition and industrial plant expan- 
sion are both at their peak during 

ery 1952. After midyear, the 
ndustrial plant expansion tapers 

Soff 

§ As new plants get into operation, 

Rstcel and aluminum supplies will 


1950 produc- 


comes 


improve,’ covering military needs 
nd leaving a larger share for 

ecivilians, 

' ” 7 . 


5 Appliance inventories are down 
‘from the summer peak, but they 


TDEA-OLOGY & 


Ad ve ing with ge instantaneous ap 
ow based or sh approach —orig! 
nality d selling. Ads, cop es 
sales letters, literature, ‘“‘travelture,”’ 
etc serving agencies and advertisers 


el 7 Wott ¥ 


ol Leo P. Bott, Jr, 64 E. Jackson, Chicage ol 


For appliances, | 


are 
level 
report 


still well above last year’s 
The Census Bureau's latest 
shows stocks of electrical 
goods wholesalers are down 3% 
in September, from August, but 
more than double the amount on 
hand as of Sept. 30, 1950. Whole- | 
saler inventories amounted to 67| 
days’ business, which was 38 days’ | 
more than in September, 1950. | 

Retail sales fell into the same} 
pattern. Radio and appliance deal- 
ers reported $245,000,000 in sales 
in September, compared with 
$236,000,000 in August. But sales 
in September, 1950, had totaled 
$357,000,000 

. - e 

Leave it to the bureaucrats to 
figure a new way to compound 
confusion. For weeks, congression- 
al investigators have been suggest- 
ing that duplicate effort would be 
eliminated if the Defense Produc- 


tion Administration, which fixes 


to industry, were 
merged 

The suggestion got nowhere, 
however, because the merger 
would take NPA out of the De- 
partment of Commerce, and Com- 
Secretary Charles Sawyer 
is not a man to relinquish anything 
he gets his hands on. 

Congressional fears of duplica- 
tion were abated, however, when 
Manly Fleischmann was appointed 
head of both agencies. 

Now, however, the bureaucrats 
have a new idea. Mr. Fleischmann 
is to give up his NPA job, and 
Henry H. (Joe) Fowler is to be 
NPA administrator. To be sure, 
Mr. Fowler likes it in the Depart- 
ment of Commerce—he also will} 
an Under Secretary of 
Commerce 


merce 


become 


- . +. 

The Economic Cooperation Ad- 
ministration says “Operation Im- 
pact,” which got under way last 
week, “the biggest selling job 
ever attempted by American in- 
dustry.” 

“Operation Impact” involves 
about 300 top European industrial- 
ists who are visiting mines, fac- 
tories and stores as guests of U. S. 
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AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


NORTH MICHIGAN AVENUE 


CHICAGO 1, ILLINOIS 


|and deficit issue will go before a 


| Congress returns 
| will undoubtedly mark time until | 
investigators find some answers. 


| better than 300,000 units, and gov- 


| Promoted to Asst. S. M. 


Advertising Age, November 26, 1951 


AROMA TEST DISPLAY—Consumers con make their own aroma tests and buy the 


cordial which appeals most by using these sample pads, 


impregnated with the 


flavors of five of the 18 different Cointreau cordials. The disploy was created by 


lewis Advertising Agency, Newark, for 


Consolidated Lithographing Corp., 


Renfield Importers and produced by 


Brooklyn. 


business men. Object is to demon- 
strate “free enterprise,” American 
version. 

“Free enterprise can only con- 
tinue to survive,” ECA says, “if 
Europeans also carry forward the 
kind of continuing revolution in 
manufacturing and merchandising 
that has made the U. S. the eco- 
nomic colossus of the world.” 

Europeans come at their own 
expense and are house guests of 
top U. S. industrialists. Visitors 
own or manage some 340 corpora- 
tions with total investments of 
nearly $7 billion, and employ 2,- 
000,000 workers. 

” + 7 

The $75,000,000 boost in railway 
mail pay granted by the Interstate 
Commerce Commission last week 
strengthens the Administration’ ‘s| 
case for further postal rate hikes | 
next year, but it won't turn the 
trick. 

Salary and rail rate increases in 
the past year exceed recent postal 
rate hikes by more than $100,000,- | 
000, raising the potential postal) 


| deficit for fiscal 1952-53 (begin-| 


|ning next July 1) beyond the! 
| $600, 000,000 point. 


However, the whole postal rate 


joint investigating committee when 
New rate bills 


~ . e 
“Arbitrary” and “unreasonable” 
mortgage restrictions notwith- 
standing, home builders are top- 
ping 1951’s housing program by 


ernment officials are desperately 
looking for a way to slow the 
builders down. 

Though the “limit” for 1951 was 
supposed to be 800,000 units, the 
outlook after 10 months is for 
1,100,000 units, best year in history 
except for 1950's 1,396,000. 

Federal housing officials feel 
800,000 is definitely all the housing 
that can be started next year. 


Don Wentzel, manager of the 


grain department, has been pro- 
moted to assistant sales Manager 
of the feed department of Hales &| 
Hunter, Chicago, feed manufac- 
turer. 


General Heat Starts Drive 


General Heat & Appliance Co., 
Boston, has launched a campaign 
to introduce its new Catalytic car- 
buretor assembly. James A. Silin 


| Co., Boston, is the agency. 


Meyercord Launches Drive 
Meyercord Co., Chicago, has 
launched an extensive fall and 
winter consumer campaign to in- 
clude 24 national publications 
plus newspapers and television. 


Featured in the campaign is 4@| said he will urge the 


contest offering a $500 first-prize | 
and 50 additional prizes to con- 
testants completing the sentence, 

“I like Meyercord decals and decal 
borders because...” Publications 
on the schedule include American 
Girl, 


Country Gentleman, Extension, 


Stassen Attacks 


Use of PR Men 
in Government 


PHILADELPHIA, Nov. 20—Harold 
E. Stassen, president of the Uni- 
versity of Pennsylvania, told the 
American Public Relations Assn. 
here last Thursday that there 
should be fewer public relations 
men in government and not more. 

Speaking at the annual awards 
luncheon, Mr. Stassen said he con- 
sidered it “terribly important” 
that the public funds should not 
be used to engage public relations 
men to promote their governmental 
chiefs. 

“It is startling and outrageous 


| that there are more federal em- 


| @ “When 


ployes engaged in public relations 
work at taxpayers’ expense today 
than there are men in the service 
of the United States Air Corps in 
Korea,” he added. 


this tendency to hire 
more and more governmental pub- 
lic relations men is combined with 
a tendency to restrict and limit 
the sources of information and 
thus handicap the representatives 


| of the newspapers and radio and 
| other media when they themselves 


Better Homes & Gardens,| an 


Good Housekeeping, House & Gar-| 


den, Household, Motion Picture, 
Parents’ Magazine, Seventeen, 
Sunset, Tan Confessions, Today’s 
Woman, and True Confessions. 
The Chicago office of Buchanan 
& Co. is handling the campaign. 


Newsprint Problem to UN 

The International Federation of 
Newspaper Publishers, a European 
trade group, has called upon the 
United Nations General Assembly 
in Paris to take action to alleviate 
the worldwide newsprint shortage 
by working toward an equal shar- 
ing of available newsprint, a thor- 
ough search for new raw materials 
for paper production and a reduc- 
tion of going newsprint prices 


Howard H. Bell Joins NARTB 


promotion manager of WMAL and 
WMAL-TV, Washington, has been 


| Co., 


seek information,” he continued, 
“then twin evils are developed 
which can cause serious effect in 
a free country.” 

If the Republican 
into power in 1952, 


party goes 
Mr. Stassen 
passing of a 
public rela- 
on the fed- 


bill that there be no 
tions men or women 
eral payrolls. 

Among public relations awards 
given at the APRA meeting were 
“anvil” trophy to the Tea Bu- 
reau, for the best marketing; a 
retailing trophy to Julius Gar- 
finckel & Co., Washington; indus- 
try trophy to the Budd Co., Phil- 
adelphia; labor relations trophy 
to American Enka Co., New York; 
trade association trophy to the 
National Automobile Dealers 
Assn.; trophy for best government 
public relations to the Office of 
Rent Stabilization 

Other trophies went to Texas & 
Pacific Railway, Dallas, in the 
transportation category; commun- 
ications, to Illincis Bell Telephone 
Co., Chicago; agriculture, to Min- 
neapolis-Moline Co., Minneapolis; 
banking, finance and insurance, 
to Mutual Benefit Life Insurance 
Newark; and community serv- 


|ice, Associated Hospital Service, 
Howard H. Bell, formerly — Philadelphia. 


appointed executive assistant to} Yule Club Savings Hit Peak 


Thad H. Brown Jr., director 


of Radio and Television Broad- 
casters, Washington, effective 
Dec. 1. 


Noel Madison Gets Account 
Noel Madison & Associates, Los 
Angeles promotional publicity 
agency, has been appointed by 
Highland Art Embroidery Co., 
Pasadena, to handle promotional 
sales and publicity for Stitch-a- 


of | 
television for the National Assn. | Savings 


The National Assn. of Mutual 

Banks, New York, has 
announced that the nation’s 529 
mutual savings banks will distri- 
bute a record total of $181,232,287, 
the Christmas savings of 2,113,773 
depositors, $3,474,372 greater than 
the 1950 total. 


WKXL Names Adam J]. Young 
WKXL, Concord, N. H., has ap- 

pointed Adam J. Young Jr. Inc., 

New York, radio station represent- 


Story. ative, its national representative. 
‘Phe record each month 
of the finest perfume 
f 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUST 
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Ads Don't Lead 
to Many Sales 
of Men’s Suits 


That’s What Retailers 
Are Told in New Study 
by Agriculture Dept. 


WASHINGTON, Nov. 20—Retailers 


Advertising Age, November 26, 1951 


YNAWISTA 


wie 


‘BAB Issues Bookful 
of Case Histories 
for Stations’ Use 


New York, Nov. 23—Broadcast 
Advertising Bureau this week re- 
leased to member stations its de- 
tailed analysis of radio versus 
newspaper advertising. Titled 

;“Count Your Customers,” the 
booklet includes 50 department 
store surveys made by Advertis- 
ing Research Bureau in 25 cities. 


17 
Plano Boosted to Sales Head 


Jack Plano, northwestern dis- 
trict manager in Seattle for L & H 
electric appliances, produced by 
A. J. Lindemann & Hoverson Co., 
Milwaukee, has been promoted to 
sales manager of the electric di- 
vision. He has been succeeded in 
Seattle by Glenn Erbes, formerly 
with Love Electric Co., Seattle, 
electric appliance distributor. 


Liberty Appoints Brescia 
Matty Brescia, formerly radio- 
V coordinator for the National 


T 
Assn. of Professional Baseball 


of men’s suits are puzzling over the 
significance of a new Agriculture 
Department study which suggests 
that only a relatively small per- 
centage of suit sales can be cred- 


According to Kevin B. Sweeney, | Leagues (the Minors) and director 
general promotion and sales man-| of his own public relations firm in 
ager of BAB, the details of the | Memphis, has been appointed Gi- 
surveys will not be made available | rector of press and baseball public 
generally until the stations have | relations for Liberty Broadcasting 
had an opportunity to capitalize | 5YSte™, Dallas. 


ited to advertising. | 

Designed originally to determine | 
men’s preference for wool suits, 
coats and jackets, the study of pur-| 
chasing habits during five years | 
beginning in 1945 reported that less 


DYNAVISTA PROMOTION—This four-color spread which introduces Dynavista foam 


bi, ‘ 


rubber ional ed by Snyder's, Montreal, appeared in Eng- 

lish and French magazines across Canada. This is the largest ad by a Canadian 

furniture monufacturer ever to appear in a Canadian magazine. Walsh Advertising 
Co., Toronto, is the agency. 


on them. 
The studies are comprised of 
case histories of leading depart- | 


ment stores which spent the same | 
amount of money in newspapers | 


Playhouse Names NT&CM 

The Erie Playhouse, Erie, Pa., 
one of the oldest legitimate thea- 
ters in the U.S., has named Na- 
tional Theater and Concert Maga- 
zines as 


than a fourth of the men buying| (but) I never believe anything 
suits depended on ads for their| they say’ was not an uncommon 
pre-shopping information. reply,” the department’s study con- 

In about half the cases, selections | tinues. 
were inspired by window shopping,, The report, by the division of 
the report says. In 27% of the| special surveys, Bureau of Agri- 
cases, the shopper had visited a| cultural Economics, supplements 
number of stores. In 24% of the|an earlier investigation dealing 
cases, he acted after hearing or| With preferences in sport shirts, 
seeing ads. | pajamas and other items of cloth- 

ing. It is designed to provide in- 
® “Apparently advertising had lit-| formation about trends in wool 
tle or no remembered impact for | consumption—for the edification of 
a considerable number of buyers,” | °°! growers and manufacturers. 
the report says. “Quite a number} 
of men reported they did not ~<a “Displays of merchandise in 
member reading any suit adver-| store windows and indoor cases 
tisements in the newspapers or| were apparently more vivid than 
magazines or if they did they paid| reading about them or hearing 
no attention to the information in-| their qualities extolled,” the re- 
cluded. | port says. “Many more men re- 

“*Yes, I saw some in the paper| membered them than could recall 
newspaper ads. Magazines, radio, 
direct mail, etc., were recalled by 
very few. 

“The content of advertising 
which was most often recalled 
dealt with price and comparative 
| values. Style or cut, material and 
color were mentioned by some. It 
seems that ads were often used in 
|a more general exploratory way as 


ving 
D 10 Millien 


al D E A L E R | a substitute for, or preliminary to, 
> 3 Million actual shopping. 

Form “Fifteen per cent of the men said 

Population 


| they used ads ‘just to see what they 

had,’ ‘to see if there was anything 
Minnesoto, Wisconsin, North ond liked,’ or ‘to decide what I 
South Dokote. wanted.’ 


(OWA publication covers lowe. | «Even when they mentioned spe- 
1013 Fourth Ave. Se., Minneapolis 4, Mina. cific content, it seemed that the 
message was often used to obtain 


> Blanket coverage retoil lumber, 
building moterial ond cool deolers 
NORTHWEST publication covers 


ESS 


vl 
in the 5 bil sportsmen’s market? 


Fish in deeper waters with the new aS Fishing Magazine, the 
largest circulation (rates based on 850,000 ABC guarantee) of any maga- 
zine in the sportsmen’s market at the lowest cost per thousand. 

Editorial format aimed at the “new” sports- 
men’s market, represented by an increase 
of 15 million Hunting & Fishing licenses 
during the years 1945 to 1950. Reader 
Pp ai tr us 
because of intense interest in editorial 

advertising material. 


GET THE FACTS TODAY! 
Hunting & Fishing 


612 N. Michigan Ave. © Chicago, til. 
5S W. 42nd St. © New York, N. Y. 


general information rather than to 
sell a particular suit in a particular 
store. The prospective buyers 
found that ‘there were new styles 
for men—patch pockets and longer 
coats,’...‘what suits were costing’ 


| or ‘what color or shades were being 
' 


” 


worn. 


® BAE experts interviewed 2,629 
individuals in a sample constituted 
to provide special figures for the 
West Coast and the South, in addi- 
tion to the nation as a whole. The 
percentage of purchases “inspired” 
by advertising varied only frac- 
tionally in the South and West 
from the over-all national figure. 

In the course of its study, BAE 
found that an overwhelming per- 
centage of buyers felt that sales- 
men played “a helpful but passive 
role” in the transaction. It reports 
34% of the purchases were made 
at independent men’s specialty 
shops, 20% at department stores, 
18% at chains, 9% at independent 
specialty stores, 6% from custom 
tailors, 6% from made-to-measure 
shops. 

In 38% of the instances, men 
were accompanied by wives. 

“Men’s Preferences Among Woo! 
Suits, Coats and Jackets” is avail- 
able from the Superintendent of 
Documents, Washington 25, D. C., 
for 30¢. In addition to its discus- 
sion of sales data, the 100-page re- 
port deals extensively with the 
kinds of suits, coats and jackets 
men have, and the kind they want. 


Media Remembered 
by Men Buying Suits 


Displays in windows, inside stores 50% 
Newspapers 18% 
Radio 6% 
Magazines 2% 
Direct mail 2% 
Other Media 1% 
No advertising remembered 42°. 


Not ascertained 1% 
“This data should not be interpreted as 
a careful measure of the relative effec- 
tiveness of the different advertising me 
dia,” BAE cautions. “However, assuming 
that what is remembered of past be- 
havior is relatively important to the in- 


dividual, it is suggestive.” 


Content of 
| Advertising R 


Price and Comparative Values 
| Style or Cut 

| Materials, fibers, weaves 
Color 


Other information 2% 
Remembered hearing or seeing ads. 

but did not mention specific con- 

tent 15% 
| No advertising remembered; got 
nothing from ads 42% 
| Not ascertained 1% 


| New Product Bows on Coast 

S. O. S. Co., San Francisco, is us- 
ing newspapers in a few Pacific 
Coast states to introduce a new 
product, Tuffy, a cleaning aid for 
| dish washing. The San Francisco 
| office of McCann-Erickson is han- 
dling the promotion. 


| Dorsey Joins Ayer 

| William S. Dorsey, formerly 
| with Bourjois, has joined Harriet 
Hubbard Ayer Inc., New York, in 
la sales capacity. 


and radio in three-day tests con- New York advertising 
ducted by Advertising Research |;epresentative for its program 
Bureau. Results are presented in| magazine. 

terms of stores’ traffic and sales | 
—— by customers and dollar volume 
— promoted by radio and newspa- | 
per advertising respectively. 


® Though radio apparently shows 
up well in these studies, the BAB | 
is not suggesting that newspapers | 
be eliminated from advertising! 
budgets. 

On the contrary, the bureau's 
press release suggests: “Results 
show that the use of both media 
is not duplicated advertising ef- 
fort but instead allows the adver- 
tiser an opportunity to reach peo- 
ple by both newspaper and radio 
advertising.” 

But the BAB hopes its members 
will be able to use these surveys 
as ammunition to get what it con- 
siders would be a more logical 
share of department store adver- 
tising. 

Results in 22 furniture, appli- 
ance and houseware advertising 
tests: traffic inspired by newspa- 
pers (25.4%), radio (35.9%), both 
(10%), other factors (28.7%); 
purchases inspired by newspapers 
(44.9%), radio (45%), both (49.- 
1%), other factors (32.4%); total 
dollar volume purchased inspired 
by newspapers (28.4%), radio 
(39%), both (11.3%) and other 
factors (23.3%). 


® Results in 23 studies in women's 
wear, accessories and shoes: traf- 
fic inspired by newspapers (24.- 
8%), radio (30.9%), both (10.8%), 
other factors (33.5%); purchases 
|inspired by newspapers (52.1%), 
(56.1%), both (58.6%), 


| radio 
other factors (45.8%); total dollar 
volume purchases inspired by 
| newspapers (26.2%), radio (32.- 
4%), both (12.6%), other factors 
(28.8% ). 
Results in five men’s wear tests: 
| traffic inspired by newspapers 
| (18.4%), radio (39.1%), both 
| (7.9%), other (34.6%); purchases 
inspired by newspapers (80.3%), 
radio (77.6%), both (849%), 
other factors (73.9%); total dollar 
volume purchases insp 
newsvape . 


FOR A COMPLETE LIST OF 
PUBLICITY IDEAS 


52 Different Publicity Pegs 
— With 312 NEWS Subjects 


| 


Your company made news today! Did you 
recognize it? Will it get into print? This 


compact “News-Deck” lists 312 com- 


| Account to Weightman Inc. 


Weightman Inc., Philadelphia, ?*"! happenings which editors consider 
has been appointed agency for news, classified under 52 main heads 
Presidential apartments, three- keep better publicity flowing to news- 


section unit of the new River Park 
development in Philadelphia’s 
Fairmount Park. Radio, newspa- 
pers and television will be used. At 
the same time, the agency an- 
nounced the appointment of Law- 
rence J. Casey to the public rela- 
tions department. 


papers, trade papers, magazines, radio, 
with this compact idea-file. The finest 
publicity “tickler” published, it's yours 
for only $5 p.p.! 


LIMITED PRINTING! 


\ First come, first served on 
\ this limited, private printing. 


Trade Publications Combine we Send gear ender and hath tes 


Men’s Wear, published by Fair- 
child Publications, New York, has 
bought Men’s Reporter News 
Weekly, published by Reporter 
Publications, New York, effective 
Nov. 30. The publication will be 700 14TH AVE. 
merged with Men’s Wear. i 


KENNETH SB. BUTLER & ASSOC. 
Aduertising © Public Relations 
MENDOTA 4, ILL. 
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This Week in Washington. .. 


Insiders Feel the First Half of ‘52 
to See U.S. at ‘Maximum Austerity’ 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, Nov. 21-—-The party 
line may change when the Presi- 
dent sends his next message to 
Congress but, at the moment, of- 
ficial Washington is “blowing 
cold” on the inflation threat 

The wailing and thrashing which 
accompanied the fight to repeal 
the “terrible’ Capehart amend- 
ment has been turned off. Stabili- 
zation Chief Eric Johnston is pre- 
paring to return to filmdom, con- 
fident that prices will be steady 
for the next several months. 

Insiders say increased taxes and 
declining corporate profits are 
proving to be important deflation- 
ary factors. But the most impor- 


tant single factor is the big back- | 


log of goods on dealers’ shelves. 
Despite shortages of materials, 
production of durable goods con- 
tinues at a respectable rate. Ex- 
perts believe there will be suffi- 


| ing that duplicate effort would be 


are still well above last year’s 
level. The Census Bureau's latest | 
report shows stocks of electrical | 
goods wholesalers are down 3% | 
in September, from August, but 
more than double the amount on 
hand as of Sept. 30, 1950. Whole- 
saler inventories amounted to 67 
days’ business, which was 38 days’ 
more than in September, 1950. 
Retail sales fell into the same 
pattern. Radio and appliance deal- 
ers reported $245,000,000 in sales 
in September, compared with 
$236,000,000 in August. But sales 


in September, 1950, had totaled 
$357,000,000 
- e 
Leave it to the bureaucrats to 


figure a new way to compound 
confusien. For weeks, congression- 
al investigators have been suggest- 


eliminated if the Defense Produc- 
tion Administration, which fixes 
production schedules, and the Na- 


cient goods to meet consumer! 5i,,41 Production Authority, which 

needs during the six- to nine-| 10,61; metals to industry, were 
month “famine” ahead merged 

io * . The suggestion got nowhere, 

Barring a step-up in defense| however, because the merger 


| 
needs, consumer industries will be | 


fat maximum “austerity” during the 
MYfirst half of 1952. For appliances, 
that’s about half the 1950 produc- 
tion rate. 

The impending pinch 
bfrom the fact that military produc- 
ition and industrial plant expan-| 
ision are both at their peak during 
early 1952. After midyear, the 
ndustrial plant expansion tapers 
ff. 

As new plants get into operation, 
teel and aluminum supplies will| 
mprove, covering military needs 
* leaving a larger share for! 
ivilians, 
. oe . . 


Appliance inventories are down} 
Grom the summer peak, but they! 
: 


comes 


i eta 
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IDEA-OLOGY “% 


Advertising with an instantaneous ap- 
peal bas ‘ a tresh approach—origi 
selling. Ads, copy themes. 
let literature, ‘‘travelture,”’ 
Serving agencies and advertisers 


pe et Wott 


io] Leo P. Bott, jr., 64 E. Jackson, Chicago ol 


would take NPA out of the De- 
partment of Commerce, and Com- 
merce Secretary Charles Sawyer 
is not a man to relinquish anything 
he gets his hands on. 

Congressional fears of duplica- 
tion were abated, however, when 
Manly Fleischmann was appointed 
head of both agencies. 

Now, however, the bureaucrats 
have a new idea. Mr. Fleischmann 
is to give up his NPA job, and 
Henry H. (Joe) Fowler is to be 
NPA administrator. To be sure, 
Mr. Fowler likes it in the Depart- 
ment of Commerce—he also will 
an Under Secretary of 
Commerce. 


become 


e = 

The Economic Cooperation Ad- 
ministration says “Operation Im- 
pact,” which got under way last 
week, is “the biggest selling job 
ever attempted by American in- 
dustry.” 

“Operation Impact” involves 
about 300 top European industrial- 
ists who are visiting mines, fac- 
tories and stores as guests of U. S. 


Colins Miller & 
© Hutehings 


INCORPORATED 


> 


- 
>= 
< 
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AMERICA'S FINEST PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE 


CHICAGO 1. ILLINOIS 


Advertising Age, November 26, 1951 


AROMA TEST DISPLAY—Consumers can make their own aroma tests and buy the 
cordial which appeals most by using these sample pads, impregnated with the 
flavors of five of the 18 different Cointreau cordials. The display was created by 


lewis Advertising Agency, Newark, for Renfield Importers and produced by 


Consolidated Lithographing Corp., Brooklyn. 


business men. Object is to demon- 
strate “free enterprise,”’ American 
version. 

“Free enterprise can only con- 
tinue to survive,” ECA says, “if 
Europeans also carry forward the 
kind of continuing revolution in 
manufacturing and merchandising 
that has made the U. S. the eco- 
nomic colossus of the world.” 

Europeans come at their own 
expense and are house guests of 
top U. S. industrialists. Visitors 
own or manage some 340 corpora- 
tions with total investments of 
nearly $7 billion, and employ 2,-| 
000,000 workers. 

” & * 

The $75,000,000 boost in railway | 
mail pay granted by the Interstate | 
Commerce Commission last week 
strengthens the Administration’s 
case for further postal rate hikes 


Meyercord Launches Drive 


Meyercord Co., Chicago, has 
launched an extensive fall and 
winter consumer campaign to in- 
clude 24 national publications 
plus newspapers and television. 
Featured in the campaign is a 
contest offering a $500 first-prize 
and 50 additional prizes to con- 
testants completing the sentence, 
“I like Meyercord decals and decal 
borders because...” Publications 
on the schedule include American 
Girl, Better Homes & Gardens, 
Country Gentleman, Extension, 
Good Housekeeping, House & Gar- 
den, Household, Motion Picture, 
Parents’ Magazine, Seventeen, 
Sunset, Tan Confessions, Today’s 
Woman, and True Confessions. 
The Chicago office of Buchanan 
& Co. is handling the campaign. 


Newsprint Problem to UN 
The International Federation of 
Newspaper Publishers, a European 


next year, but it won’t turn the | trade group, has called upon the 
trick. ' : _ | United Nations General Assembly 

Salary and rail rate increases in| in Paris to take action to alleviate 
the past year exceed recent postal! the worldwide newsprint shortage 


rate hikes by more than $100,000,- | by working toward an equal shar-| 


deficit for fiscal 1952-53 (begin- 
| ning next July 1) beyond the 
| $600,000,000 point. 


| 


However, the whole postal rate 
| and deficit issue will go before a 
| joint investigating committee when 
Congress returns. New rate bills 
| will undoubtedly mark time until} 
investigators find some answers. 

- ” * 

“Arbitrary” and “unreasonable” 
| mortgage restrictions notwith- 
standing, home builders are top- 
ping 1951’s housing program by 
better than 300,000 units, and gov- 
ernment officials are desperately 
looking for a way to slow the 
builders down. 

Though the “limit” for 1951 was 
supposed to be 800,000 units, the 
|outlook after 10 months is for 
| 1,100,000 units, best year in history 
| except for 1950’s 1,396,000. 
| Federal housing officials feel 
| 800,000 is definitely all the housing 
that can be started next year. 


Promoted to Asst. S. M. 

Don Wentzel, manager of the 
grain department, has been pro- 
moted to assistant sales Manager 


of the feed department of Hales & 
Hunter, Chicago, feed manufac- 
turer. 


General Heat Starts Drive 


General Heat & Appliance Co., 
Boston, has launched a campaign 
to introduce its new Catalytic car- 
buretor assembly. James A. Silin 
| Co., Boston, is the agency. 


000, raising the potential postal| ing of available newsprint, a thor- 


ough search for new raw materials 
for paper production and a reduc- 
tion of going newsprint prices. 


Howard H. Bell Joins NARTB 

Howard H. Bell, formerly sales 
promotion manager of WMAL and 
WMAL-TV, Washington, has been 
appointed executive assistant to 
Thad H. Brown Jr., director of 
television for the National Assn. 
of Radio and Television Broad- 
casters, Washington, effective 
Dec. 1. 


Noel Madison Gets Account 

Noel Madison & Associates, Los 
Angeles promotional publicity 
agency, has been appointed by 
Highland Art Embroidery Co., 
Pasadena, to handle promotional 
sales and publicity for Stitch-a- 
Story. 


Stassen Attacks 


Use of PR Men 
in Government 


PHILADELPHIA, Nov. 20—Harold 
E. Stassen, president of the Uni- 
versity of Pennsylvania, told the 
American Public Relations Assn. 
here last Thursday that there 
should be fewer public relations 
men in government and not more. 

Speaking at the annual awards 
luncheon, Mr. Stassen said he con- 
sidered it “terribly important” 
that the public funds should not 
be used to engage public relations 
men to promote their governmental 
chiefs. 
| “It is startling and outrageous 
| that there are more federal em- 
ployes engaged in public relations 
work at taxpayers’ expense today 
than there are men in the service 
of the United States Air Corps in 
| Korea,” he added. 


|}@ “When this tendency to hire 
more and more governmental pub- 
lic relations men is combined with 
a tendency to restrict and limit 
| the sources of information and 
| thus handicap the representatives 
| of the newspapers and radio and 
| other media when they themselves 
| seek information,” he continued, 
|“then twin evils are developed 
| which can cause serious effect in 
{a free country.” 

If the Republican party goes 
into power in 1952, Mr. Stassen 
said he will urge the passing of a 
bill that there be no public rela- 
tions men or women on the fed- 
eral payrolls. 

Among public relations awards 
given at the APRA meeting were 
}an “anvil” trophy to the Tea Bu- 
j}reau, for the best marketing; a 
| retailing trophy to Julius Gar- 

finckel & Co., Washington; indus- 
try trophy te the Budd Co., Phil- 
adelphia; labor relations trophy 
| to American Enka Co., New York; 
| trade association trophy to the 
National Automobile Dealers 
| Assn.; trophy for best government 
| public relations to the Office of 

Rent Stabilization. 

Other trophies went to Texas & 

Pacific Railway, Dallas, in the 
| transportation category; commun- 
ications, to Illinois Bell Telephone 
Co., Chicago; agriculture, to Min- 
neapolis-Moline Co., Minneapolis; 
banking, finance and insurance, 
| to Mutual Benefit Life Insurance 
| Co., Newark; and community serv- 
| ice, Associated Hospital Service, 
| Philadelphia. 


| Yule Club Savings Hit Peak 

| The National Assn. of Mutual 
Savings Banks, New York, has 
announced that the nation’s 529 
mutual savings banks will distri- 
bute a record total of $181,232,287, 
the Christmas savings of 2,113,773 
depositors, $3,474,372 greater than 
the 1950 total. 


WRKXL Names Adam J]. Young 

WKXL, Concord, N. H., has ap- 
pointed Adam J. Young Jr. Inc., 
New York, radio station represent- 
ative, its national representative. 


-) 


———— 


| BEAUTY 


Also publishers of DRUG AND COSMETIC. INDUS 


The record each month 


of the finest perfume 


and cosmetic advertising 


FASHION 


em ee eee eee a ee oe os a. 

| ee). (tt Gl toe 

UY ae 
“er . |_| Pe 7 

— -_ ae ’ f atet e ui Be ee . 

a ? n by Coiettrerme . ce 3 

aa ; ae (poe Ht 3 Z 
, 2 oe rom 606°C] TS ee 

: ACEI, / uaa oe " 

ei ; ¥ yw ’ 7 & x. y - = ee 
e oy Fo EN : ws ata . an e) 

; ae wg! ¥ \ ee a 
7 a tea ey A : : e. 
; seu OFF Auta SAMPLE THe BOOUUE oe ES q 
pHeee 

\ = 3 “ 7 F 4 aa 
| rep oP = _ 
eo) .. ss os —_— i 

ae a) ¢ = . ‘ . e ig . = he 7 - 

; et pe | ee | ; : 4 
“* a a oe . De 

‘a 

— ee Be 
& =f 

a » 

Se. M a Ee oa 

Wl | 

; q | @ . 

: 2 : 1 
; & 
| _— si 
: He . : : 


Advertising Age, November 26, 


Ads Don't Lead 
to Many Sales 


of Men’s Suits 


That’s What Retailers 
Are Told in New Study 
by Agriculture Dept. 


WASHINGTON, Nov. 20—Retailers 
of men’s suits are puzzling over the 
significance of a new Agriculture 
Department study which suggests 
that only a relatively small per- 
centage of suit sales can be cred- 
ited to advertising. | 

Designed originally to determine | 
men’s preference for wool suits, | 
coats and jackets, the study of pur-| 
chasing habits during five years! 


1951 


rubber 


DYNAVISTA PROMOTION—This four-color spread which introduces Dynovista foam 


d by Snyder's, Montreal, appeared in Eng- 
lish and French magozines ocross Canada. This is the largest ad by a Canadian 
furniture manufacturer ever to appear in a Canadian magazine. Walsh Advertising 
Co., Toronto, is the agency. 


wuawtisTa 


. are 


beginning in 1945 reported that less | 
than a fourth of the men buying | 
suits depended on ads for their! 
pre-shopping information. 

In about half the cases, selections 
were inspired by window shopping, 
the report says. In 27% 
cases, the shopper had visited a 


(but) 


tinues. 


cultural 


number of stores. In 24% of the 
cases, he acted after hearing or 
seeing ads. 


an earlier 
with preferences in sport shirts, 
pajamas and other items of cloth- 


ing. It is designed to provide in- 
formation about trends in wool 
consumption—for the edification of 
woo] growers and manufacturers. 


® “Apparently advertising had lit- 
tle or no remembered impact for 
a considerable number of buyers,” 
the report says. “Quite a number 
of men reported they did not re-|@ “Displays of merchandise in 
member reading any suit adver-| store windows and indoor cases 
tisements in the newspapers or| were apparently more vivid than 
magazines or if they did they paid| reading about them or hearing 
no attention to the information in-| their qualities extolled,” the re- 
cluded. port says. “Many more men re- 

“*Yes, I saw some in the paper| membered them than could recall 
newspaper ads. Magazines, radio, 
direct mail, etc., were recalled by 
very few. 

“The content of advertising 
which was most often recalled 
dealt with price and comparative 
| values. Style or cut, material and 
| color were mentioned by some. It 


» cone pe seems that ads were often used in 
D 10 Million a more general exploratory way as 
chetine D E A L E R a substitute for, or preliminary to, 
> 3 Million actual shopping. 
Form “Fifteen per cent of the men said 
Population 


| they used ads ‘just to see what they 
had,’ ‘to see if there was anything 
I liked,’ or ‘to decide what I 

| wanted.’ 

“Even when they mentioned spe- 
cific content, it seemed that the 

| message was often used to obtain 


D Blanket coverage retoil tumber, 
building moterial and cool deolers 
NORTHWEST publication covers 
Minnesote, Wisconsin, North ond 
South Dokete 


1OWwaA publication covers lows. 
Z 1013 Fourth Ave. Se., Minneepolis 4, Mina. 


~ MORE BUSINESS 
in the 5 bil sportsmen's market? 


Fish in deeper waters with the new Hunting & Fishing Magazine, the 
largest circulation (rates based on 850,000 ABC guarantee) of any maga- 
zine in the sportsmen's market at the lowest cost per thousand. 

Editorial format aimed at the “new” sports- 
men’s market, represented by an increase 
of 15 million Hunting & Fishing licenses 
during the years 1945 to 1950. Reader 


and tr 
because of intense interest in editorial 
and advertising material. 
GET THE FACTS TODAY! 


Hunting & Fishing 


612 N. Michigon Ave. © Chicago, Ill. 
5S W. 42nd St. © New York, N. Y. 


I never believe anything, general information rather than to 
they say’ was not an uncommon sell a particular suit in a particular 
reply,” the department's study con- store. The prospective buyers 


The report, by the division of | for men 
of the| special surveys, Bureau of Agri-| coats,’...‘what suits were costing’ 
Economics, supplements| or ‘what color or shades were being 


investigation dealing! worn’. 


found that ‘there were new styles 
patch pockets and longer 


” 


BAB Issues Bookful 


| tailed analysis of radio versus 


| “Count 


of Case Histories 
for Stations’ Use 


New York, Nov. 23—Broadcast 
Advertising Bureau this week re- 
leased to member stations its de- 
newspaper advertising. Titled 
Your Customers,” the 
booklet includes 50 department 
store surveys made by Advertis- 
ing Research Bureau in 25 cities. 

According to Kevin B. Sweeney, 
general promotion and sales man- 
ager of BAB, the details of the 
surveys will not be made available 
generally until the stations have 


had an opportunity to capitalize! 
on them. 

The studies are comprised ot 
case histories of leading depart- | 
ment stores which spent the same | 
amount of money in newspapers 
and radio in three-day tests con- 
ducted by Advertising Research 
Bureau. Results are presented in 
terms of stores’ traffic and sales 
— by customers and dollar volume 
— promoted by radio and newspa- 
per advertising respectively. 


® Though radio apparently shows 
up well in these studies, the BAB | 


@ BAE experts interviewed 2,629 
individuals in a sample constituted 
to provide special figures for the 
West Coast and the South, in addi- 
tion to the nation as a whole. The 
percentage of purchases “inspired” 
by advertising varied only frac- 
tionally in the South and West 
from the over-all national figure. 

In the course of its study, BAE 
found that an overwhelming per- 
centage of buyers felt that sales- 
men played “a helpful but passive 
role” in the transaction. It reports 
34% of the purchases were made 
at independent men’s specialty 
shops, 20% at department stores, 
18% at chains, 9% at independent 
specialty stores, 6% from custom 
tailors, 6% from made-to-measure 
shops. 

In 38% of the instances, men 
were accompanied by wives. 

“Men’s Preferences Among Wool 
Suits, Coats and Jackets” is avail- 
able from the Superintendent of 
Documents, Washington 25, D. C., 
for 30¢. In addition to its discus- 
sion of sales data, the 100-page re- 
port deals extensively with the 
kinds of suits, coats and jackets 
men have, and the kind they want. 


Media Remembered 
by Men Buying Suits 


Not ascertained 1 


a careful measure of the relative effec- 


dividual, it is suggestive.” 


New Product Bows on Coast 


S. O. S. Co., San Francisco, is us- 
ing newspapers in a few Pacific 
Coast states to introduce a new 
product, Tuffy, a cleaning aid for 
|dish washing. The San Francisco 


havior is relatively important to the in-| ( 


| office of McCann-Erickson is han-| 


dling the promotion. 


| Dorsey Joins Ayer 

| William S. Dorsey, formerly 
with Bourjois, has joined Harriet 
Hubbard Ayer Inc., New York, in 
a sales capacity. 


is not suggesting that newspapers | 
be eliminated from advertising! 
budgets. 

On the contrary, the bureau’s 
press release suggests: “Results 
show that the use of both media 
is not duplicated advertising ef- 
fort but instead allows the adver- 
tiser an opportunity to reach peo- 
ple by both newspaper and radio 
advertising.” 

But the BAB hopes its members 
will be able to use these surveys 
as ammunition to get what it con- 
siders would be a more logical 
share of department store adver- 
tising. 

Results in 22 furniture, appli- 
ance and houseware advertising 
tests: traffic inspired by newspa- 
pers (25.4%), radio (35.9%), both 
(10%), other factors (28.7%); 
purchases inspired by newspapers 
(44.9%), radio (45%), both (49.- 
1%), other factors (32.4%); total 
dollar volume purchased inspired 
by newspapers (28.4%), radio 
(39%), both (11.3%) and other 
factors (23.3%). 


® Results in 23 studies in women’s 
wear, accessories and shoes: traf- 
fic inspired by newspapers (24.- 
8%), radio (30.9%), both (108%), 
other factors (33.5%); purchases 


Displays in windows, inside stores ....50% | inspired b* newspapers (52.1%), 
gna re radio (56.1%), both (58.6%), 
Stasesines 9, Other factors (45.8%); total dollar 
Direct mail 2% | volume purchases inspired by 
Other Media 1% newspapers (26.2%), radio (32.- 
No advertising remembered 42° 


4%), both (12.6%), other factors 


“This data should not be interpreted as} (28.8% ). 


Results in five men’s wear tests: 


tiveness of the different advertising me- : 5 ‘ 
dia,” BAE cautions. “However, assuming teffic inspired by Per err 
that what is remembered of past be-| (18.4%), radio (39.1%), both 


7.9%), other (34.6%); purchases 
inspired by newspapers (80.3%), 


| |radio (77.6%), both (84.9%), 
Content of | other factors (73.9%); total dollar 
Advertising R | volume purchases inspired by 
Price and Comparative Values 26% | newspapgrs of 189%; radio (41.- 
Style or Cut WE | 1S ), both (7.5%), other factors 
Materials, fibers, weavelilt.... ee ©), bot wae 
| Color 11% | (622 50°) 
Other information 2% 
Remembered hearing or seeing ads, | Account to Weightman Inc. 
none did not mention specific con- a Weightman Inc., Philadelphia, 
No advertising remembered; got ‘has been appointed agency for 
nothing from ads 42% Presidential apartments, three- 
Not ascertained 1% | section unit of the new River Park 


development in Philadelphia’s 
Fairmount Park. Radio, newspa- 
pers and television will be used. At 
the same time, the agency an- 
nounced the appointment of Law- 


rence J. Casey to the public rela-| ; 


tions department. 


Trade Publications Combine 


Men’s Wear, published by Fair- | 


child Publications, New York, has 
bought Men’s Reporter News 
Weekly, published by Reporter 
Publications, New York, effective 
Nov. 30. The publication will be 
merged with Men’s Wear. 


77 
Plano Boosted to Sales Head 


Jack Plano, northwestern dis- 
trict manager in Seattle for L & H 
electric appliances, produced by 
A. J. Lindemann & Hoverson Co., 
Milwaukee, has been promoted to 
sales manager of the electric di- 
vision. He has been succeeded in 
Seattle by Glenn Erbes, formerly 
with Love Electric Co., Seattle, 
electric appliance distributor. 


Liberty Appoints Brescia 

Matty Brescia, formerly radio- 
TV coordinator for the National 
Assn. of Professional Baseball 
Leagues (the Minors) and director 
of his own public relations firm in 
Memphis, has been appointed di- 
rector of press and baseball public 
relations for Liberty Broadcasting 
System, Dallas. 


Playhouse Names NT&CM 


The Erie Playhouse, Erie, Pa., 
one of the oldest legitimate thea- 
ters in the U.S., has named Na- 
tional Theater and Concert Maga- 
zines as New York advertising 
representative for its program 
magazine. 


FOR A COMPLETE LIST OF 
PUBLICITY IDEAS 


52 Different Publicity Pegs 

— With 312 NEWS Subjects 
Your company made news today! Did you 
recognize it? Will it get into print? This 
“News-Deck”™ lists 312 com- 
pany happenings which editors consider 
news, 52 main heads 
Keep better publicity flowing to news- 
papers, trade papers, magazines, radio, 
with this compact idea-file. The finest 
publicity “‘tickler” published, it's yours 


for only $5 p.p.! 


classified under 


LIMITED PRINTING! 


First come, frst served on 
this limited, private printing. 
Send your order and check to: 


‘ 


. 


KENNETH ©. BUTLER & ASSOC. 


Advertising * Public Relations 
700 14TH AVE. MENDOTA 1, ILL. 
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WHAT ONE EDITOR 


B 
AMERICAN WEERLY 


Many years ago a great editor wrote a book called 
“What Interests People and Why.” He was Morrill 
Goddard, the first editor of THE AMERICAN WEEKLY. 
The journalistic principles he stressed in that fine text- 
book are as true today as when he wrote them. 


So, first, I believe that the essential qualities of 
THE AMERICAN WEEKLY are sound. It is a great 
family journal, reaching one quarter of the nation’s 
families each week, which carries a great responsibility: 
To interpret in simple and human terms the lives, the 
hopes and dreams, and the exciting experiences of well- 
known and little-known people throughout the world. 
Also, it strives to humanize and dramatize the fascinat- 
ing facts of science as they apply to the everyday life 
of the readers as well as to the super-human life of the 
universe itself. 


Most of all, THE AMERICAN WEEKLY has the obli- 
gation to its readers to be richly entertaining as well 
as a source of inspiration and hope. 


There are three steps which we of THE AMERICAN 
WEEKLY are taking immediately: We are making it 
more modern, more dramatic, more serviceable. 


These things we have already begun. We have mod- 
ernized and dramatized the covers, the illustrations, 
the layouts, the type, the printing of its very name— 
and this did not need to wait for the new rotogravure 
presses which will be ready for us in the spring. 


We have made THE AMERICAN WEEKLY more 
dramatic in the use of important by-lines, the acquisi- 
tion of forceful feature stories, heightening the effective- 
ness of titles. The result—a fresher and more artistic 
presentation to the reader. 


We have made THE AMERICAN WEEKLY more 
serviceable by instituting a series of weekly features 
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BELIEVES 


which stress the vital problems of the home, the kitchen, 
the wardrobe and the attractiveness and welfare of the 
homemaker herself. 


So THE AMERICAN WEEKLY is bringing to its 
readers, effective in late December issues, invaluable 
service features, the finest in famous writers, the most 
interesting true mystery stories, vital information on 
medicine and health, science and arts, entertainment 
and hobbies, compelling stories from life about people 
—some famous, some relatively unknown—who have 
accomplished provocative and inspiring things. 


Finally, we on THE AMERICAN WEEKLY believe 
that the broad facilities of the various Hearst Enter- 
prises give us advantages throughout the country and 
the world which are not equalled by any other publica- 
tion in America. 


The world-wide facilities of a major news-gathering 
and photo service and the world’s largest feature syndi- 
cate can be harnessed to our needs; also a chain of 
leading newspapers in major cities throughout the 
United States with their trained editorial staffs and their 
incomparable survey and marketing materials. The 
Hearst magazines, outstanding in the service, fashion, 
and homemaking fields, complete the vast reservoir of 
creative resources within the reach of THE AMERICAN 
WEEKLY’s editors. 


How can we fail to be the most read publication of 
our kind? How can we fail to surpass, in those elements 
which I consider most important, any popular national 
medium of any kind? 


What one editor believes is that THE AMERICAN 
WEEKLY will be the greatest all-family journal in 
America. We have already begun to make it so. 


EDITOR 


63 VESEY STREET - NEW YORK 7, N. Y. 


The American Weekly is distributed from coast to coast with the following great Sunday newspapers: 


ALBANY TIMES-UNION 
ATLANTA JOURNAL 

AND CONSTITUTION 
BALTIMORE AMERICAN 
BOSTON ADVERTISER 
BUFFALO COURIER-EXPRESS 


CHICAGO HERALD-AMERICAN 
CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER 
DETROIT TIMES 

LOS ANGELES EXAMINER 
MIAMI HERALD 


MILWAUKEE SENTINEL 

NEW ORLEANS ITEM 

NEW YORK JOURNAL-AMERICAN 
PHILADELPHIA BULLETIN 
PITTSBURGH SUN-TELEGRAPH 
PORTLAND OREGONIAN 


ST. PAUL PIONEER PRESS 

SAN ANTONIO LIGHT 

SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
SYRACUSE HERALD-AMERICAN 
WASHINGTON, D.C., TIMES HERALD 
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